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armida 


armida—alligator— brown, 


in the 
red, green 


shoe AAAA toC «+ 3tol2 
$8.10 less 2% 


b 4 # less than 3 pairs, 50¢ pair extra 
HUSUMECSS - TO RETAIL 13.95 


sissy—lizard—black, brown, red, 
green, grey (Java) 
AAAAtoC + 3tol2 


$7.60 less 2% 


less than 3 pairs, 50¢ pair extra 
TO RETAIL 12.95 


lulu—alligator—brown only 
AAAtoB + 3toll 


@ 
instoek 16 ways in genuine alligator and lizard, in $8.60 less 2% 


sizes to 12, to retail at 12.95 to 14.95 leas shan 3 pois $00 pein gllwre 
TO RETAIL 14.95 : 





So 
Sheemaniggns © 47 Wes: 34:h Street, New York 1, N. Y. 






























French Toe Oxford 
Style #470 


LYMOUTH SHOE CO. 
IDDLEBORO, MASS. 


distinguished style in a_light- 
weight welt shoe — combining good 
taste with smartness and comfort. 


HUBSCHMAN’S CALF #240 TAN 

















A MAN’S VIEWPOINT 


Discriminating men appraise shoes 
with a critical eye .. . rating the 
quality of the calfskin quite as im- 
portant as the styling. 

Tandrite Calf provides a lustrous 
smartness, easy-going pliability, and 
extra assurance of a longer and 


more economical life. 






E. HUBSCHMAN & SONS, INC. 
PHILADELPHIA, PA. 

























THE PATENTED SEAMLESS BACK 
AN IMPORTANT DETAIL 







The patented seamless back. 
No seams outside to rip or 
tear. No seams inside to hurt 
tender young feet. 





THE PATENTED SEAMLESS BACK, COUPLED WITH OTHER FEATURES, 
MAKES “KALI-STEN-IKS” A CAPITAL ASSET IN ANY STORE. 









| fiali plomn-i 0 gEnior nae 
ee Halston 





THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 
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merchandising doesn’t play 
HOP, SKIP and JUMP 


You’ve seen only too often what happens 
to an inventory condition as a result of too 
many lines. The broken sizes are terrific 
and so are the markdowns. It’s a funda- 
mental principle in the shoe business to 
concentrate on as few lines as possible...to 
promote those lines...to size-up as needed 
---and do a whale of a job. 


The AMERICAN GIRL Shoe represents just 
that kind of a line...a complete spread of 
shoes from sport welts, casuals and novel- 
ties to conservative styles. 








You sell one line and one name. And it’s 


priced right in the volume field. 


2. 
3. 
4. 
5. 


The AMERICAN GIRL Shoe is the answer. 
It offers: 


a comprehensive and completely coordinated 
line 


prices in the volume selling brackets 
an extensive in-stock service 
recognized style acceptance 


national advertising and promotion with in- 
tensive dealer tie-ups 


See 
AMERICAN GIRL’ 


SHOES 


at the following 
akeh a 
DALLAS 
Nov. 13 to 16 
2 


NEW YORK 
Nov. 27 to Dec. 1 











= 
Division: C lid. 


AMERICAN GIRL SHOE CO., 120 Kingston St., Boston, Mass. 


4a Neti. 





I Shoe Corp. 


TODAY—MORE THAN EVER-—-AMERICA’S STANDARD OF VALUE 
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Retailers who checked with us 
on 1950 white season prospect 
report it is no surprise to 
them that our white kid sales 
already show tremendous in- 
crease over former years. 
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Well-remembered are the many sales they lost this past summer because 
white kid stocks were woefully short in stores. Foreseen, too, is careful, selective 
shopping by women—sharp on good value, style-wise and wear-wise. Apprehension 
felt also that novelty promotions will be copied at once in low-price ranges and 
necessitate harmful mark-downs. 


Style factors strengthen white kid position considerably. More of sun-tanned arms and legs 
with sleeveless attire and shorter skirts. White kid shoes dramatically accent 
sun-tanned legs. Treatments of new shoes will foliow resort costume details such 
as pleating, draping, etc., for which white kid is best bet. 


White kid usefulness with all colors of dresses, particularly cottons, 
very important consideration because it makes shoves of this leather the very 
safest stock to order in complete size schedules. 


1 
> 
G. LEVOR & CO., INC., Gloversville, N. Y. Vite Kid! 
Tanners Since 1876 


“THE WHITE HOUSE OF AMERICA” GLACE FLEXY SUEDE 




















that are Going Places are 


First Inspired by United Last 


The black calf closed toe pump above is typical of 





the newest soft wall last style created by United Last 
on this height ‘of heel. While this last builds 
a shoe of smart simplicity, it also gives the designer 


opportunity for ingenious handling of the uppers. 


When higher heels are desired, look to United | 
Last also for the craftsmanship that assures shoes 
of character and sales appeal when 


constructed on the new underslung toe last. 


United Last Company, Boston, Massachusetts 
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Whos buying what 


for southern selling ? 


These four Walk-Over styles are leading 
strongly in early orders . . . from 


stores with a way of picking the winners! 





s e 
fer profilatle relating 
3 
Walk-Over prices from $12.95 
0 Geo. E. Keith Company, Brockton 63, Mass. 


New York Sales Rooms: Marbridge Building. 822 & 906 
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a 
the Indian makes 


a smoother Cahime 


new exclusive “Velvo Finish” 
means more sales for you 








Popular with women and girls for years because of quality and styling, this 
great LaCrosse Eskimo Boot now has smoother, trimmer lines than ever, 
thanks to new “Velvo Finish.” 

The new finish gives this popular style boot the rich, soft, semi-gloss 
appearance milady finds so desirable in her rubber footwear. 

Your customer will now be more impressed than ever with the fact that 
LaCrosse quality is available from you at prices people will pay today (with 
attractive profits for you) 


* 


gbth Mix, 


ws 
LA CROSSE RUBBER MILLS COMPANY ) 


s* chose, 


\y 
r 
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Women Never Forget The Store 


Which Gives Them Foot Comfort 


You will quickly acknowledge Drew 
footwear for Fall as an unparalleled line of the 
smartest health shoes you've ever seen 
. . . combining every element of fine styling, 
careful designing and unexcelled craftsmanship 
with Drew's exclusive orthopedic features .. . 
bringing you shoes that provide 
better fit with less time and 
effort at the fitting stool, giving you 
a wider range of fitting control 
over more types of feet. 


For a balanced program of In Stock 
health shoes for sustained profit and 
repeat business — pick and feature Drew Shoes. 


Write for YOUR copy of Drew Last Chart and In Stock Catalog. 





a“ Ample toe room, liberal 
treading area, Vita-Pedic 
metatarsal and inner 
longitudinal cushions, 
scientifically designed 
steel shank properly 
placed for balanced foot 
function, cupped heel 
seat and other ortho- 
pedic features combined 
with the variations and 
characteristics of Drew's 
basic lasts make DREW 
J SHOES FIT BETTER. 











Drew last designing is 
based on a series of 
scientifically proved 
measurements adopted 
after many years of con- 
stant research and clinic 
tests. You'll see the dif- 
ference between ankle 
fit lasts and ordinary 
orthopedic lasts. 














DREW’S ORTHOPEDIC LAST PEDIC NO. 2 


An outflare last with a very high arch for short fitting on a low heel 
Shoes made over this last must be carefully fitted, especially 
in respect to the placement of the fifth metatarsal head which should 
not rest on the arch incline and insertion of pads which should be 
This is an 
It prevents excessive elonga- 


shoe. 


placed as far forward as possible without causing pain. 
ideal last for handling pronated feet. 
tion and permits longitudinal elevations. 


BROAD TOE LONG FITTING 


THE IRVING DREW CORPORATION 






No. 102 — Black Kid 12/8 Leather Heel, Pedic 2 
Outflare Last, Orthopedic Construction, Kushion-Flex 
Welt, $7.40. (Additional for large sizes and widths.) 


AAAA ..... 6toll CS Seas 3% toll 
AAA, AA, A .. 5to 12 eae SS ‘, 4toll 
IM gr 4to 12 cE, G2, CEE... . 41010 

IN STOCK NOW 






The 
OLIVE 


No. 11107—Black Kid, 12/8 Leather Heel, Pedic 2 
Outflare Last, Orthopedic Construction. NO COOKIES. 
IDEAL FOR INLAYS, BALANCERS and FOOT THER. 
(Additional for large sizes and 


APY ... $7.40. 
widths.) 





LANCASTER 
OHIO 


New York Office, 746 Marbridge Bidg., Also Makers of Dr. Hiss’ Balanced Shoes 
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UNITED 
COMBINATION 
NIFTILG 


give you these 8 
Shoemaking Advantages! 


Acts as filler through shank area 

Provides firm, broad base for outsole leveling 

Gives fullness and character to finished bottom 

Makes possible accurate, quick insertion 

Provides positive locating of steel or wood shank piece 
Maintains uniformity with every pair 

With long heel style, affords tighter joints at heel breast 
Leaves insoles free from prong or tack point penetration 


+ + + + + + + 


FOR the maker of welt shoes . . . United 
suggests Combination shanks, finest for this 
type of footwear because they impart so many 
extras in addition to reliable support. Precision 
fitting, characteristic of all United shanks, is found in both the 
cover and the steel (or wood). 


For greatly improved shoemaking, try United Combination Shanks. 
Ask your United man about a 


shoemaking trial with a Com- . . . 
bination shank individually United Shoe Machinery Corporation 
suited to your shoemaking. BOSTON, MASSACHUSETTS 


* 
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AGAIN at Cambridge THEY ARE FIND- 
ING THE NEW STYLINGS in the NEV 
COLORS THAT THE FASHION-MINDED 
LADY WILL SEEK this Fall and Winter. 


See Cambridge's New ‘Stadium Creation 
THE VELVET (every-heel-in-one) STADIUM. 


. stylishly feminine for daytime wear. 

. luxuriously convenient for evenings. 

. smartly practical for spectator sports. 

. the perfect universal-fitting boot for every 
heel height in Milady’s wardrobe. 


The VELVET STADIUM BOOT 
by Cambridge 
full sizes, 4-9, in 
BURGUNDY WINE... FOREST GREEN 
... MINK BROWN ... LUSTRE BLACK 


COLORS to blend stylishly with all the coats in Milady’s Fall-Winter Wardrobe 
— Fabric Coats, Toppers, Shorties, or Fur Coats. Feature the complete set of 
these beautiful wardrobe color blends for each lady . . . Burgundy Wine... , 
Forest Green . . . Mink Brown . . . Lustre Black. 

IT’S EASY to prepare for QUICK PROFITS 


In no other boot have 


we sold so many Wines by sudden blustery weather promotions 

and Greens as in the ... with the (all-heels-in-one) VELVET 

Stadium STADIUM by Cambridge in all colors for 
ON DISPLAY 


the wardrobe. 
At New York — Rooms 


611-612, Hotel New ? 

Yorker, Popular Price 

ry we Cambridge wuss conan 
FURST ix Foot Fashion 


CA © tt 2 8 ee SS; RAS SR CR CS eT TS 
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IN SLIPPERS price 1s important BUT- 
bay QUALITY 
A CLINCHES THE SALE! 


In slipper selling volume is realized more quickly when both price 
and quality distinguishes the merchandise you sell. Fine slippers, though 
soft and dainty in appearance, must be made carefully of durable ma- 
terials to withstand the strain of hard usage and to retain an attractive 
appearance. Because Gerda slippers are so well and so honestly made, 
they justify their slightly higher price. Dealers find that this Gerda quality 
is remembered long after the original pur- 
chase price is forgotten. 

















See us at the 
POPULAR PRICE SHOE SHOW 
ROOM 1464, Hotel New Yorker 
Embroidered Side Gore Nov. 27-Dec. 1 
Hard Sole 
Medium Widths 


Sizes: 4-10 
Colors: Red, Royal Blue, Black 


Embroidered Closed Back 
Hard Soles 
° Medium Widths 


Sizes: 4-10 
Colors: Light Blue, Pink, Red, Royal Blue, 


= $1.85 


Send for catalog showing complete 
line. 









No. 9775 


Crushed Kid Leather Bootee 


$1.85 


Soft Soles to Match 
Sizes: 4-9, Full Sizes 

IMPORTERS 

Satin, Gore Back s E X P @] R T E me Ss 


Colors: Red, Blue 
Hard Soles ; mes 


Medium Widths 

Sizes: 4-9 

Colors: Combinations of Red and Black, 
Black and Red, Royal Blue and Light 
Blue, Pink and Light Blue, Light Blue 


Pleated Vamp, Gore Back 

Hard Soles 

Medium Widths 

Sizes: 4-10 

Colors: Light Blue, Pink, Royal Blue, Red, 


a 
mee S185 


HERDA,- $1.90. 


C 0 M P “ N Y. | N C ae é ego to Match 


Sizes: 4-9, Full Sizes 
158 DUANE STREET, NEW YORK 13, N.Y. 












No. 1880 


Colors: White, Blue, Red 


No. 1780 
Available in Misses Sizes 11-3 $1.75 
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BOX TOE MATERIALS - EXICORK 





HOW TOWN & COUNTRY USE CUSHION CORK 
to add extra comfort to their ‘Young One’”’ shoe 





To make this attractive shoe more comfortable, 
Town & Country Shoes, Inc., of Sedalia, 
Missouri, cement a i6-inch thick piece of Armstrong's 
Cushion Cork into the forepart of the insole. This 
construction gives the ball of the foot exceptionally 
resilient support. In addition, the Cushion Cork 
insert helps increase the flexibility of the shoe. 
The Cushion Cork used in Town & Country shoes 

is made of thousands of springy cork particles held 
in a sponged synthetic binder. Each cork particle 
acts like a tiny spring to help absorb the jolts and 


ARMS TRONG‘’S SHOE 
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FILLERS 


jars of walking. Shoes made with this material stay 
comfortable because Cushion Cork never loses its 
resilience and flexibility. Cushion Cork also helps 
insulate the foot against heat and cold. 

You'll build more repeat business when you sell 
shoes made with Cushion Cork. Simply explain its 
comfort-giving advantages. A few trial steps down 
the aisle usually complete the sale. Armstrong 
Cork Company, Shoe Products Department, 

9611 Arch Street, Lancaster, Pennsylvania. yan 
Cushion Cork is available for export sale. “7 





CUSHION CORK AND FLEXICORK ARE REGISTERED TRADE-MARKS. 


CUSHION CORK 


PRODUCTS 


CORK COMPOSITION 








Nationally Advertised in American Journal of Nursing, R. N., Modern Beauty Shop and American Hairdresser 


UAB ALAL A 


by | | 
NURSES yg | 
# ( THE CLINIC SHOR 

ie 














ace - PAT OFF and Can 


Young Women in White 





Demand genuine Clinic Shoes — look for the 
silk trade-mark in the tongue. 


CLINIC & CLINIC OFF-DUTY MODELS 


(Clinic Off-Duty Models in Black & Brown Leathers) 


+ [79 #379 


Priced the Same From Coast-to-Coast. 
(In Canada — $10.95 — $11.95) 


Sizes 3% to 12 
Widths AAAA to C A 


Nothing sealed b. finer 














SMOOTHIES MODEL 


Brogandi White Crushed Kid. 
Dufiex Napline White Sole. 
12/8 White Heel and Toplift; 


DELUXE MODEL Also Leather Sole. 


Hunt-Rankin’s Top Grade 
White Bucko. Brogandi White 
Crushed Kid. Dufiex Napline 
White Sole. 12/8 White Heel 
ond Teplift. 


N.1.T. MODEL 


(Nurses in Training) 

White Glovelk. Duflex 
Nap White Sole and 
Spring Heel. Also made 
with 10%/8 White Heel 
and Sole. 


53-9063 . / *3-to-l preference over 
Catalog showing all Clinic Styles will be sent on neut met popoler-brand-re: 
request ...together with name of your nearest ‘ 
dealer. Write to Department (JN-11). 


THE CLINIC SHOEMAKERS 


10th Floor Shell Building, St. Louis 3, Missouri“ 


vealed in independent surveys 


conducted by the nation’s two 


leading nurses journals 


12 Boot and Shoe Recorder 











maid LA) all culdoors y . . « the kind 


of cold weather shoes men go for! — a grand new, brand new 
blucher in rugged Scotch grain with the famous Barbour Sturdy 
Edge Stormwelt that seals the unprotected gap between sole 
and upper to keep warmth in and wet, cold and dirt out. Jn 
stock on the TULANE last with the famous built-in Arch 


Preserver construction, for the rough and rugged days to come. 





IN STOCK 
Style #374 in hand- 
stained brown Scotch 
grain... double sole 
... natural finish welt 
and edge. 


E.T. WRIGHT & COMPANY, INC., ROCKLAND, MASSACHUSETTS 
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NO SHOE SOLE IS 





Look alikes | ff Mark this Mark! 


are i Specify Genuine 
NOT ALIKE! ™ WNEOLITE SOLES! 





NEOLITE SOLES 
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“JUST THE SAME" 





WITHOUT 


THIS NAME! 


No soling material is “just like’ NEOLITE! Not 
leather . . . not rubber . . . not plastic . . . not fabric, 
there is no substitute for genuine NEOLITE. 


NO SUBSTITUTE for NEOLITE wear! Actual walk- 
ing tests have proved that NEOLITE outwears 
leather over 2 to 1. 


NO SUBSTITUTE for NEOLITE comfort! NEOLITE 
Soles provide a firm, sturdy platform for the foot— 
yet are so flexible they need no breaking-in. 25 
steps prove it! 

NO SUBSTITUTE for NEOLITE economy! Shoe 
dollars go twice as far with NEOLITE. That extra 
wear means big savings on tight budgets strained 


by today’s cost of living. 


And there’s no substitute for the new business . . . 
satisfied customers . . . bigger profits you'll get 
when you feature NEOLITE on all your lines. Write 
or phone your jobber today! 
kk * 
We think you'll like ‘The Greatest Story Ever Told.” 
Every Sunday—A BC Network. 








CHECK IT YOURSELF! 


No other shoe sole gives you 
all these advantages: 


,/Outwears leather over 2 to !. 

, 100% waterproof—keeps feet dry in 
any weather. 

\/ Non-skid—wet or dry. 

,/ Does not mark floors. 

, Forms a firm platform for the foot. 

\ Helps keep the shoe in shape. 

v Insulates the foot against heat or cold. 

\/ Backed by the biggest advertising campaign 
ever put behind any brand of shoe product. 


Plus these manufacturing advantages: 
+ Easy to stitch—easy to cement. 

+ Easy to sell. 

+ Uniform quality. 


+ Most profitable sole ever made. 
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Wrinkle-Free Toe Linings 
AND NO QUESTION ABOUT IT! 








BUILD COMFORT AND SALES WITH *CELASTIC! 
For over twenty years Celastic box toes have brought positive 


toe comfort to men, women and children. The assurance that 








eS 7 ve tes 


ES 








toe linings are permanently secure... in one style or one hun- @- 5 fp Sepaeiet 
dred . . . in one shoe or one million, is the Celastic contribution Box "a 


to toe comfort. Good will and consumer satisfaction accumu- UNITED SHOE MACHINERY 
lated by year after year of Celastic performance prove that it’s CORPORATION 
good business to provide your customers with the best. BOSTON, MASSACHUSETTS 


*CELASTIC™ is a registered trade-mark of the Celastic Corporation 
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Mi Unwrap the Fortune package and you find more business for your store. ™ Any 
way you look at it, Fortunes are the best value for your customers. They 

pay less for Fortunes and get America's top styling! ™@ Because Fortune gives 

you so much value to offer your customers, Fortunes are the brilliant 

pace setters that move with assembly line speed from shelf to customer wherever 
and whenever they are properly merchandised. 


And rapid turnover means more business and more profits for your store! 


@ For Spring 1950, Fortune offers the finest array of styles ever imagineered to 


i ape retail at $8.95—all designed to capture the 


profitable young men's market. & But Fortune 
does much more for the dealer than give him 
quality shoes that are styled right and priced 
right. Independent dealers everywhere have 


learned to rely on Fortune's consistent, interest- 





stirring national advertising to spread the fame 
of their brand across the nation. For Spring, Fortunes are to be featured in masculine- 
appealing advertisments that will reach the millions of readers of Collier's and Sport 


magazines. ™ So dealers may tie in with Fortune's powerful advertising, 


TO RETAIL AT 

§ 95 Fortune has a most carefully planned, elaborately detailed and outstandingly 
8 effective window display program. In addition, Fortune makes available to 

MOST STYLES 


dealers many other point-of-sale aids—newspaper ad mats, direct mail—the 
whole works. ™@ All these things—quality shoes styled right and priced right, 
national advertising, displays and other dealer aids—are included in the 

Fortune package. They mean more business for you. Want complete details 


on how the Fortune package will boost your sales and profits? Write today. 


_— 





RICHLAND-DAVIDSON SHOE COMPANY 
SHOES FOR MEN 


DIVISION OF GENERAL SHOE CORPORATION . NASHVILLE . TENNESSEE 
Sales Offices: New York, Room 1152 Marbridge Bidg., 47 W. 34th St. 


Chicago Suite 910 Security Bldg. Madison at Wells 
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of Onco Insoles . . . they've been a shoe- 
making favorite for years. 


But here’s news . . . good news. . . profitable 
news for you. Today, Onco Insoles— both A and 
B grades—are better than ever! That's right... 
stronger than ever. . . more flexible than ever... 
positively will not “pipe” when flexed. From heel to toe, 
quality has been improved. That means that, today Onco 
is “tops” by a wider margin than ever! 


To help you protect the quality that is the keystone of 
continuing success, every Onco Insole is stamped 

with the Trade Mark “Onco.” Make shoes that 

win friends and influence sales. Specify 
better-than-ever Onco today! 


BROWN COMPANY « 500 FIFTH AVENUE, NEW YORK 18 















-- KANKAKEE-- 


THE PERFECT LEATHER FOR CASUAL FOOTWEAR 

























A new mode of shoe construction, 
- offering the utmost in flexibility and comfort. 
It’s the “Lissoprocess” by 
Lissak & Company, of Brockton, Massachusetts — 
featuring Rueping’s KANKAKEE 


... the choice of 






STYLE NO. 


4750 leading shoe stylists 





everywhere. 





“ SIDE STRAP PATTERN 
IN NO. 700 WHITE 


AND NO. 750 IRISH GREEN 


a Se a eG 
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build your 
men’s shoe business 


® * 
on a sound @Rimciple, 


Rand Freematics are built on a special principle . . . planned to 
provide proper comfort and support when the foot is walking, to 
relax when the foot is at rest. So every Rand Freematic is pre-flexed 
—already broken in! This, plus the special Rand Freematic 
insole gives you first-step flexibility in a shoe that wins 
real customer loyalty. When you sell Rand Freematics, 
you're building sound repeat business . . . on a sound 


principle . . . the Freematic Principle! 





RAND Freemillita are NATIONALLY ADVERTISED IN D 


...the shoe that needs no breaking in! 





Roberts, Johnson & Rand . pivision oF inTERNATIONAL SHOE COMPANY + ST. LOUIS 3, MISSOURI 
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PATENT LEATHER 
add sparkle to these livans 5 ippers 


HAND TURNED 


Over one hundred years of fine slipper making for 

men has given Evans designers the “know-how” of 

suitable leathers. That’s why Colonial Patent is first 

choice for their dressy styles. 

No matter how you use it, you always get the richest 

om. and the best wearing quality _ Colonial 
atent. 






“PATENT PENDING FOR 1950” wae 


y, Ine: 
COLONIAL TANNING COMPAN | 
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IT’S GOING TO BE A 


oN \STERM LEATHER sd 4 ses sors 


BAGS 


BILL FOLDS 
1950 fashions take their BELTS 


cue from the WILD AND ACCESSORIES 
WOOLY WEST! Everywhere 

it’s WESTERN Effects in 

Boots, Shoes and Acces- 

scries. 


A large majority of these WESTERN LEATHER items which you will sell 
in volume next Spring and Summer will be fashioned from authentic 
WESTERN LEATHERS by Leonard Freedman. This long, strong line faith- 


fully reproduces the hand tooling and hand carving of the Western 
craftsman. 


There are over 27 patterns to which the U. S. Patent 

Office has granted individual UNITED STATES DESIGN 
PATENTS. These leathers give the added sales appeal necessary to 
shoes, boots and accessories that comply with the current demand 
for hand tooled effects and square dance WESTERN styling. 


RODEO — U. S. Design Patent App. #D-1997 
TEXADERO — U. S. Design Patent #136254 
RANCH-O-QUERO — U. S. Design Patent #144704 
ALHAMBRA — U. S. Design Patent #149805 
AMERICAN INDIAN —U. S. Design Patent #145294 
MEXIQUERO — U. S. Design Patent #138263 


Your manufacturer has styles using many of these leathers on the 
finest quality Chrome Tanned Calfskins, Kipsides, Cowsides, and 
Sheepskins. Be sure he shows them to yous! 


For your protection, all infringements on any of our United States 
Design Patents will be prosecuted to the fullest extent of the law. 


LEONARD FREEDMAN & SONS Dh hon Lerths 


200 MADISON AVENUE, NEW YORK 16, N. Y. 
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striking new 





word “go!” 


It's a quality line—smartly tailored in a 
full range of eye-catching styles and 
nationally advertised to help you 

sell. Backed by in-stock service, for your 
convenience. Check with your 

Godman representative! 





THE H. C. GODMAN COMPANY 
Columbus 16, Ohio 
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SHOE STYLED BY 
HUSSCO 
SHOE CO. 


In the popular priced Camp Moccasin field our Retan Side 
Leather is ideal. It is full weight, chrome retan leather of 
slightly corrected grain, fully stuffed for mellowness and 


wear. This same tannage and even weight is in demand on 


our clean-cutting steerhide upper leather shoulders. 


J. GREENEBAUM TANNING COMPANY 


FOUR TANNERIES IN CHICAGO AND MILWAUKEE 
Main Office: 3057 N. Rockwell St., Chicago. Eastern Office: 129 South St., Boston. Coble Address “Greentree” 
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Y* molded heel pads 
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a. 
|_molded metatarsal pads 











full sponge innersole 


X21 5 FEATURE-FOR ADDED PROFIT 





Cushioned Comfort - your Key 
to greater shoe sales and profits 
SN wpnroves Ho Kf — Wakes shoes tat anger. 





f hens Davidson Rubber Company, incorporated in 1857, has 
supplied the shoe industry with quality sponge — trade- 
marked Cush-n-Fit — for the past twenty years. 


Cush-n-Fit is a great sales-stimulator because it enables you to 
give your customers two outstanding plus values — ertra com- 
fort and ertra durability. You'll discover that it pays — both 
in prestige and customer satisfaction —to link Davidson’s 
respected name (the oldest in the rubber sundries field) to your 
shoe line. Here are four outstanding features of this superior 
sponge rubber. 


Sells Wore Shoes - Build, 


SALES REPRESENTATIVES 
.SE.LANGAGENCE LTD, SSS & MURR 6 OO 
8 Graybridge Lane 


22 Ripley Ave. 

Toronto 3, Ont., Canada St. Louis 24, Missouri 
HARRY A. BATCHELDER 
918 North Fourth St. 
Milwaukee 3, Wisconsin 


H. H. KEMPER CO 
1019 Temple Bar Building 
Cincinnati, Ohio 


STEPHENS LEATHER Co. 
San Fernando Building 
Room 808—406 S. Main St. 
Los Angeles 13, California 


November 15, 1949 


GREATER RESILIENCY — It contracts and expands and 
breathes air into every step. 

LIGHTER WEIGHT — Feather-light and foam-soft, yet firm 
and bouncy. 

UNIFORMITY — Uniform in thickness, weight and texture. 
It gives balanced support and helps prevent foot trouble. 
DURABILITY — Its cell structure won’t mat or break down. 
Makes your shoes last longer. 

Build Cush-n-Fit into your shoe line, and see how soon your 
profits climb! We'll gladly send samples and a catalogue of the 
complete Cush-n-Fit line. Just write us. 
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> POPULAR PRICE 
SHOE SHOW 
of AMERICA 


NEW YORK 
NOVEMBER 27 

















Ka 

















VUL-CORK SOLES 
Protection against slipping 

. for climbing and work- 
ing on farm equipment and 
other surfaces .. . light yet 
strong . . . comfortable pro- 
tection throughout long 


VUL-CORK SOLES 
Waterproof . . . Acid resist- 
ant . . . insulating against 
heat and cold . . . thick re- 
silient protection on rough 
ground, mud and slime. 


VUL-CORK SOLES 
For surefooted slip resistance 
plus rugged light-on-the-foot 
protection against brush and 


stubble. 


. .. For years the manufacturer 

VUL-CORK SOLES VUL-CORK SOLES pe ~ Nation’s outstanding quality 
For safety when climbing on For sure-footed protection on ee kind of werk shee. 
roofs, trees, and barn lofts. slippery surfaces. hems Bi soi ay ie 
weight flexibility . . . surefooted- 

mess against slips and falls . . . se 

light they float . . . insulation 


SO LIGHT THEY FLOAT — YET TOUGH FOR MILES MORE WEAR adelns tintond dat. .s anions 


your every step. 


%e Cambri qe RUBBER COMPANY 


VUL-CORK SOLE DIVISION TANEYTOWN, MARYLAND 
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With GERBERICHS' YOU SELL THE BES1 
To THE BROADEST BOYS SHOE MARKET 














Two simple facts account for the sustained business growth enjoyed by Gerberich Dealers. First of all 
they sell, and have sold for over a quarter of a century, the finest boys shoes skilled hands and human 
ingenuity can make. 

Secondly, they sell the broadest market in the shoe business. Gerberich customers start off at four or five 
years of age with a Youths size run 12!/2-3, made over lasts suitable for boys shoes and styled the way 
youngsters want them. Gerberich-Payne are boys shoe specialists and regard this early size run not as 
a nuisance, but as a logical base with which to build customers who later will be fitted with Boys 1-6 
and Big Boys 6!/2-11 and will remain loyal customers right into the store's men's department. 


YOUTHS 
121/-3 
BOYS 


1-6 


BIG BOYS 
6!/2-11 





GERBERICH-_—ia«. 
PAYNE SHOE CO. 

































Here THey are... the new Moccasin Model 
Trees for your customers who want form-fitting 
trees for their moccasin style footwear. A varia- 
tion of the well-known standard Pack Flat shoe 
tree, this new Miller accessory now makes pos- 
sible a tree for every shoe in the wardrobe. As 
with other Miller Trees, you can build bigger 
store volume and reap a SECOND PROFIT 
quickly, easily! How? With every sale of moc- 
casin styled footwear suggest one of these trees 
to keep the new purchase smart and shapely. 
Learn how money grows on Miller Trees — 
write today for details on all Miller Trees. 


woe 


MILLER adjustable PACK FLAT TREE 
(MOCCASIN MODEL) 


The tree with the easy-to-make multiple adjustments. Once adjusted 
to fit, the tree thereafter firmly restores and preserves original lines of 
the shoe. Adds months to good appearance and wearing qualities. 
Forepart is modeled like a shoe last. Bottom 
is cut out to allow for metatarsal and provide 
a superior fit. One size of tree fits several sizes 
and widths of shoes. In rich walnut stain. 





























MILLER self-adjusting SPRING EXTENSION TREE 
(MOCCASIN MODEL) 


Self-adjusting extension action is automatic. As tree is inserted into shoe, 
heel portion hinged to forepart by flat steel bar is naturally compressed. A 
spring then exerts a gentle pressure that extends 
the heel portion back against heel of the shoe 
and properly forms the entire shoe. Whole 
sizes only — adjustment eliminates the need 
for half sizes. Attractive walnut 
stain with high gloss finish. 





O. A. MILLER TREEING MACHINE COMPANY 
PLYMOUTH, NEW HAMPSHIRE 
BRANCH OF UNITED SHOE MACHINERY CORPORATION 
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FINGER GORES OF ADVERTISED 


IN THE 
September Issue 
of 


®  COPR. 1949 THOMAS TAYLOR & SONS INC. faq UVtE 























THOMAS TAYLOR & SONS Inc., 
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CHO! 
f-— 1950's 


“TUGBOAT” 
LEADS THE PARADE 
OF YEAR-ROUND 
BEST SELLERS 
RETAILS FOR $7795 
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oot 
J. | Little wonder for Golos’ 
é Z popularity ... styles that are 
Pe sensational ... colors and materials that 


are fresh, new, better than ever... 
shoemanship you'd expect ro see in 
casuals retailing at many times Golo’s 
low-priced $6.95 to $7.95! Tugboat is 
just one in the Golo line of smart “pace setters” 
that is paying dealers extra-profit dividends. 


Let the unprecedented demand for Golos ring up a steady Famous built-in quality featured 
in 20 fast-selling casual styles, 

stream of profits for you... today, all superb Goodyear welts with 

channelled flexible leather 


tomorrow, all through ‘50! Write today 
for details on Golo’s complete line. 


insoles. 


4 
Golo OF DUNMORE «© Division of Golo Footwear Corp. 
v 


: Ar : Bus 13, NY 
FACTORY: Golo Park, Dunmore, Pa SALES OFFICE: 129 Duane St., N.Y. 13, N 
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FOR SPRING 1950...THE NEVELK COMPANY, 





a ents 





SIGNATURE SHOES 





the new shoe with the big name 
that spelis volume sales for you 


YY O Brion, 
Whganet UE SHOES 





Mergenet OBnon 


SIGNATURE SHOES 





Margaret O Brion. 





steal the show 


with an outstanding line of — styled, quality 
constructed, volume priced shoes for the growing girl. 
Available to leading stores on a profit-packed fran- 
chise basis. 


steal the show 

with an all-out advertising effort in the magazines that 
shape the shopping habits of America’s girls and 
their parents—LIFE, GOOD HOUSEKEEPING, 
PARENTS’ MAGAZINE, GIRLS, MISS AMERICA 
and AMERICAN GIRL. 





steal the show Y. 
with a tremendous merchandising effort designed to \ ate 
climax in sales for you. FREE—Radio Commercials, , 
Ad-mats, Sales Information, Publicity, Statement Stuf- —yy 
fers—everything you need for a great selling season. w% 





eo 


Don’t miss the WORLD PREMIERE SHOWING of MARGARET O'BRIEN SIGNATURE SHOES at the 
POPULAR PRICED SHOE SHOW OF AMERICA—HOTEL NEW YORKER (ROOM 842-843), NEW YORK CITY FROM 


NOVEMBER 27 TO DECEMBER 1 


Come Early for Your Presentation Story Booklet and Franchise Reservation Card 
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A DIVISION OF THE HALLOWELL SHOE CO. 


promotes 
ph 


with a powerful new selling program that 
puts ARTHUR MURRAY to work for you 





shows the way to sales success 

with a great new selling theme! A novel, profitable § 
sales-approach built around the biggest dance name in 
America—Arthur Murray. It’s the selling surprise of 

the season that’s sure to make Cathy Shoes dance right ~ ’ 
out of your store. 


shows the way to sales success 

with a mammoth advertising program that carries 
Cathy’s selling theme to millions of potential customers 
across the country in SEVENTEEN, SENIOR PROM, /f 3 
VOGUE, MADEMOISELLE, CHARM andGLAMOUR. ~~ 





shows the way to sales success CVE, 


with a powerful merchandising effort (ad-mats, copy \=—=\ — 
prints, sales information, statement stuffers, give-aways ~— 
and lots more) that makes Cathy’s national] advertising | 
pay off in dollars and cents at your shoe counter. Et 








several territories available for— 


DON'T MISS Cathy's MAGIC STEPS TO Top Shoe Representatives 


SALES SUCCESS starring ARTHUR MURRAY 


at the POPULAR PRICED SHOE SHOW OF —| to handle argaret OBNon 
AMERICA— HOTEL NEW YORKER (ROOM 842- SIGNATURE SHOES— 


843), NEW YORK CITY FROM NOVEMBER 27 Ce Cx yonel & Cue ”Z, «calf 


TO DECEMBER 1 two of the best-promoted shoe lines in America. 


write to: Mr. Norman Bekoff 
THE NEVELK COMPANY 
A DIVISION OF THE HALLOWELL SHOE COMPANY 
HALLOWELL, MAINE 
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NAMES 
WiLL 
VN 4 3 
eye 45 - 


- HISTORY 


CASUALS AND SLIPPERS 


“Sensational Sales Producers” 


Quality Volume Builders for the FREDERICK - 
Price Minded Consumer Market SPEIE R 


See them PPSS F 0 0 TW es 


HOTEL NEW YORKER — NOV. 27 — DEC. 1 
ROOMS 622 — 623 








« 
NORWALK, CONN. NEW YORK SHOWROOM «+ 420 MARBRIDGE BLDG., 47 W. 34TH ST. 3 
é 








shoes sell 
easier with 


soles by 


Kajah 





® 


Extra Comfort — Extra Wear _ 


~ 


aS 
Bs 


Pa 














™- In Professfonal Service Shoes —: 











Mm —With Soles By Rajah. — 








3 ‘Rajan SOLES Fine Soles for Fine Shoes 


ALFRED HAL RUBBER CTOMPAN Y NORTH OuUINCY H was 
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BOOT and SHOE 


RECORDER 


A. A CHILTON @® PUBLICATION 


iC 
100 EAST 42ND STREET * NEW YO VAIN CY 


BOSTON PHILADELPHIA ANGELES 
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in the 


finest leather 







a baby could wear 


VELKAL 


Naturally, Mothers want the best for their 





tiny tots; that's why it pays to make your baby 
shoes of Colonial Velka. It’s soft and pliable, 
yet firm enough to give needed support. Velka 
comes clean easily, too. Write today for 


samples of economical Colonial Velka. 
* TRADE MARK 


COLONIAL TANNING COMPANY, INC. © _— Boston 11, Massachusetts 
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pats. NO. t 
OTHER PAT! 


Ladies’ Sports and = ‘x 
Professional Shoes ey 
NN 


Both shoes in smooth, supple Elk. 

Both with built-in arch support. “A 

Sizes 4-10, Medium width; Se SS { 
1. : 

514-9, Narrow. nemeent 

ll-white, white/brown, 

rl hite/red, white/black, 
i, white/green, beige/ 

nm brown. Retail $5.95 





















JOBEASE® 


White, Brown, 
Black. Retail 








\eeunneeeeeeeeeeeeneee FULL MARKUP PLUS!!! an 8 
ladies’ Leather Casuals | 


A new, exciting group of sandals, all with suede-finish 
leather uppers, finest leather outsoles, and Cat-tex top lifts. Dark shades 
for street wear, brilliant colors for sports. Solids and smart combinations. 














No. 7771 

T-strap sandal with new 

silhouette, higher heel, Foam- 
tread sole. Sizes 4-9, Medium, 

5%-10, Narrow. $4.95 Retail. 











No. 7772 
Cross-strap sandal, new 
Foamtread silhouette. Sizes / 
4-9, Medium; 5'-10, f 
Narrow. $4.95 Retail. 





No. 6760 
Grecian Sandal. Fiat, 
Crepe Sole. Sizes 3}- 
9%, Medium width 
only. $2.95 Retail. 


No. 7773 

Sling-back sandal has smart 

new Foamtread silhouette. Sizes 

4-9, Medium; 512-10, Narrow. 
$4.95 Retail. 


“All America Relaxes on Bubble Soles!” \o Retail from 1.15 
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pa Children's and Misses Play Shoes 
and Beach Sandals Charming little Foamtreads in all of 


summer’s most vivid colors and com- 
binations. For children, sizes 6-11 in full sizes; for misses, 12-3 in full sizes. 


















No. 3321 
Attractive Novelty Weave. 
Children’s sizes, $1.75 
Retail. Promote with No. 
3721 for Mother-Daughter 


Feature. 















Washable Textron Indian- 
head. Children’s sizes, 
$2.75 Retail. Promote with 
No. 2740 for Mother- 
Daughter Feature. 





No. 3226 

Criss-cross Style. Misses’ sizes, $1.95 
Retail. Promote with No. 2725 for 
Mother-Daughter Feature. 








No. 2386 ““PADDLETTE” 
Washable Textron Indian- 


_ head. Children’s sizes, 
$2.75 Retail. Misses’ sizes, 
$2.85 Retail, Promote with 
No. 2741 for Mother- Daughter Feature. 
oeaeeeReRREeRERERERRERRRE eRe RR RRR RRR RRR RRR RRR RRR REE ES 


Ladies’ Beach Sandals and Fabric Casuals 


Smartly styled, thoroughly washable, with exclusive “walking on air” comfort. 
Nos. 2740, 2741, 2750 and 2751 have uppers of famous Textron Indianhead 
fabric. Brilliant, fashionable colors; also black and white. 

Solids and combinations. No. 2740 


\ Sling pump in Indianhead. Pro- 







mote with No. 2383. Finest 
ieather outsole, Cat-tex top 
lift. Sizes 4-9, Medium; 5%- 
10, Narrow. $3.95 Retail. 


No. 3721 
Novelty weeve sandal. 
Promote with “Daughter's” 
No. 3321. Sizes 3'2-9%, 
Medium width only. 
$1.95 Retail. 


















Neo. 2741 
Open-toe tie in Indianhead. 
Promote with “Paddlette,” 
/ » No. 2386. Finest leather 
outsole, Cat-tex top lift. 
Sizes 4-9, Medium; 5%-10 
\ Narrow. $3.95 Retail. 














Ankle-strap sandal in Indianhead. 
Cat-tex top lift, finest leather out- 
sole. Sizes 4-9, Medium; 52-10, 


Se Narrow. $3.95 Retail. 
‘ ad No. 2751 
Cross-strap sandal in Indianhead. 


Finest leather outsole, Cat-tex top 
lift. Sizes 4-9, Medium, 54-10, 
Narrow. $3.95 Retail. 



















i 





No. 2725 
Two-tone braid sandal; also solid 
colors. Promote with “Daughter's” 
No. 3325. Sizes 4-9, Medium 
width; 54-10, Narrow. $2.95 

_ Retail. 


H 
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SKOOTERS AMD cules | 


SKOOTERS SELL 


TURN OVER THE BOX 





Not the Customer’! 





See the one complete casual line .. . 
Have our Regional Representative show you 


Our SPRING BLAZE of colors . . . write: 


VOGUE SHOE, Inc... 2616 SOUTH SAN PEDRO STREET LOS ANGELES 11, CALIFORNIA 





























news pay BLACK 
Spring shoes in 
~~ LGHT 














Style news from the grande couture of 
Paris and from ready-to-wear centers 
in America high-shines the importance 


of patent leather. 


That “something new” needed to boost 
sales is supplied by BLACK- 
LIGHT Patent. A strong, early 


Spring promotion will pay off! 


the on 
oN ee® Patent is Pending for 1950. 


SETON LEATHER CO. 
NEWARK 4, N.J. 
Tanners of 


Patent White Buck Sides 
Durona-Duderoo 
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SET THE PACE 
IN REPEAT SALES 





~ 
"wee 









THE BRIARWOOD 
Model 2617-6 
Rugged Tan Wing 

Tip Brogue 












* Yields with every step 
* Absorbs shocks, jars 
* Keeps you foot-fresh 










This famous line also sold 
and advertised under the name — 
Massagic Air Cushion Shoes 


It’s Porto-Peds for profits . . . and for repeat sales The resilient, air-cushion and flexible Arch Lift keep 
that keep your cash register clicking in face of com- _— Porto-Ped wearers happily satisfied, make them reg- 
petition! Displayed in your window, Porto-Peds are _ular customers at your store. 


sure-fire business producers. Their style and smart- PORTAGE SHOE MEG. CO., Milwaukee 1, Wis. 
ness have made them America’s No. 1 Comfort Shoes. Division of Weyenberg Shoe Mfg. Co. 












Backed by year-after-year advertising in SATURDAY EVENING POST + COLLIER’S » ESQUIRE + TRUE 
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the most important word in cement shoe manufacturing 


Unless you're a shoe manufacturer, you may never have heard of DWELL — but as a retailer of ce- 
mented shoes it’s something you should know about, for your own and your customers’ protection. 


Naturally, in a cemented shoe the cement is 
a very important factor. It forms the bond be- 
tween sole and upper, and the bond should be 
permanent. Cements are not temperamental, 
they simply require certain conditions of use, 
and one of these is a sufficient length of time 
—or DWELL — under pressure when the sole 
and upper are bonded, to insure permanence. 





. é 0 f : é 
ae / u f ’ : ye la 
: TRADE make , ae 


Here at Compo where the cemented shoe 
was pioneered DWELL was recognized as an 
essential factor of success. The DWELL re- 
quired for various types of cements has been 
thoroughly tested, and Compo Conveyors 
carefully timed to give the required amount for 
the type of cement used by each manufacturer. 








for both shoe manufacturer i ‘and 


DWELL makes the difference between a good 
cemented shoe and a poor one, whether it’s 


made to sell for $2.00 or $36.00. At any price, 
a permanently bonded sole is the prime re- 
quisite, and the only insurance of customer 
satisfaction. The best shoe craftsmen know 


this, and will not work with machines that 
give less than the required time under pressure. 
Which probably accounts for the fact that 
such a vast majority of the best cemented 
shoes are made on Compo machines. 





















This is OmP() hoe 


-insured example | 


Be 


of fine craftsmanship : 


David Evins of Evins Inc., winner of the Neiman- 

Marcus Fashion Award and the American Fashion 

Critics’ Award of 1949, designed this shoe: He has 

selected Compo machinery and adhesives to insure — 

E DWELL. Note the last-molded contour of the sole, ~ 

Ng especially through the shank. This fine appearance 
i. 
= 








is another hali-mark of a Compo Shoe. It is due to 
the fact that in a Compo Shoe the sole is app 
the lasted upper, and under even pressure is m 
to the contours of the last. 


David Evin’s shoe is beautiful all over, 


thanks to the @me() technique and 






Note the shapeliness of the 
shoe bottom. Edges of the sole curve 
to the upper, there’s no raw, 

unfinished look. 


See how the sole follows 
convex curves of the sh 
with trim, clean lines 











Perfect moldit 
dl pull back or 


when the sh 











This is the Gme() conveyor 


It is important to you because the shoes that are made 


customers coming back for more. And here ave the rea 


The Compo Conveyor may be regulated to 
give the necessary DWELL for the cement used. 


Instead of pressing the shoe onto a laid-down less of the heig 
sole, the Compo Technique applies the soleto ‘This Compo 
the lasted shoe, a craftsman-like operation that —_ yup one of wh 
results in sleek, last-molded contours. 


Uniform air pressure is applied equally to all 
parts of the sole — toe, ball, arch and heel— 
assuring a complete bond, and eliminating any 
unfinished look at the edges and any pull-back 








of the reasous why 6m 


makes better shoes 


zs only one 


P() Machinery 


But, more than all the others, it’s the reason why you should insist that the cemented 
shoes you sell be made on Compo Machinery with Compo Cements according to 


the Compo Technique. 


Compo, with its insistence on fine shoe- 
making, the highest bonding standards 
for its cements, and the proper use 
of its machinery and techniques to ob- 
tain the finest results has established the 
cemented shoe in its present position 
of acceptance and demand. Compo has 
made it possible for you to profit from 


COMPO SHOE MACHINERY CORPORATION 
BOSTON, MASS. 


its years of experimentation, building and 
testing, by offering your customers the 
smartest, most satisfactory shoes ever pro- 
duced. Now it is up to you, as a shoe re- 
tailer, to insure your future profits from 
cemented shoes by specifying that the 
cemented shoes you sell be last-molded 


Gme() Shoes— with DWELL. 








“On 


MAKES THE BErre, 


S, 
Op. 











Little customers today... 


lead to Big customers tomorrow 





with 


Pilliken 


Billiken has what it takes to get them 
young and hold them in the years to 
come. Billiken shoes fit... they’re scien- 
tifically designed and constructed to insure 
sound, healthy feet . . . flexible, yet sturdy 
and long-wearing. For a line with a “ budget” 
price appeal, an attractive price range for 
wider coverage of the young market, 
a truly “sales - magnifying” quality — 
better see BILLIKEN before you buy! 





$945 te 55 


Priced according to size 


Billiken, Division of Craddock-Terry Shoe Corporation, Lynchburg, Virginia 
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DEALERS AGREE! IT’S WARMEST! LIGHTEST! 


amo GREATEST STYLE 
SCOOP IN _ 


KicKerinos 3 


(004, Lintithned 


ALASKANS 


FOR SPORTS! 
FOR CAMPUS! 
FOR SHOPPING! 
FOR TOWN OR COUNTRY! 
FOR MOTORING! 
FOR GIFTS! 

















Terrifically promotable 
‘little boot” that’s worn and 

fashioned like a casual—already on its 

way to becoming this season’s “‘runner.”’ 
Sparkling with young-old customer appeal, 
it’s 100% SHEARLING LINED — genuine 
welt to slip on easily, quickly. Elk-tanned 
calf in red, green, brown, or grey. Match- 
ing weatherproof wedgie soles of 

DuPont Neoprene Crepe. A buy for 
style-hungry customers, the fast-turning 
“Alaskan” is packed with extra profits 

for you! Write for details today! 


















FREE NEWSPAPER 
ADVERTISING MAT 


Beautifully illustrated! Fast-selling 
copy! Complete with mail-order 
coupon. Available on request. 










'KICKERINOS Division 


«Maine Shoe Company MILWAUKEE, wis. 
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Give your shoes a good break with UNITED FINISHES 


I, takes flexible upper leather finishes to keep shoes 
looking salable after “try-ons” at the fitting stool. 


Finishes that break well and are durable can be blended by United 
Finishing Specialists ... experienced men who can first 
analyze leathers, then assist your finishing department in 


producing the desired results. 


As many manufacturers have discovered, it pays to call upon 
such a specialist because you can have confidence in his 
recommendations. It pays in other ways, too, for often the 
United Finishing Specialist can show you a method or a material 
that will make possible substantial savings in finishing. To 
find out in your case, just call the nearest United branch office. 





UNITED 
FINISHES 


PRODUCTS 
OF 


BB CHEMICAL CO. 


FINISHES FOR UPPERS 
BOTTOMS * HEELS © EDGES 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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ONE NAME 


I'M NOT COMPLAININ’ 
SINCE | TOOK ON 

THE SUNDIAL LINE. 
EVERYTHING'S HUNKYDORY. 


a famous product of the world’s largest shoe manufacturer 


Yes, from the cradle 
through college... for men 
and women... for dress, 
work, or play... the com- 
plete SUNDIAL line is a 


BIG advantage. Buy one 


name—one line—and sell 


all the family. 




















YOU’RE MISSING 


PLENTY... 


If you miss seeing those famous 
Sundial Shoes 


NOVEMBER 27 to DECEMBER 1 


Hotel New Yorker 
Rooms 534 - 535 - 536 - 537 




















SUNDIAL, DIVISION OF INTERNATIONAL SHOE COMPANY e MANCHESTER, NEW HAMPSHIRE 


November 15, 1949 


" 





*PLASTICSUEDE 
Shoe By 
COSMOS SHOE CO. 


PINE HILL PRODUCTS CO. 
264 FIFTH AVE., NEW YORK, 1 
PHONE: MUrray Hill 9-6470 
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everybody's talking 
about a budget 


a whale 


operation 
of a lot 

















Yes, there's top interest in volume selling fashion 
these days—and that means a healthy budget 
operation. Hundreds of merchants already know how 
International's new, and now proven, Accent line 
is the key to a strong budget department. The $8.95 
price field, the ‘‘fast’’ fashion thinking, the 
completeness of the line, are the reasons why. 


We're anxious to tell you the whole, 
convincing Accent story and how it can help 
build your budget operation! 


ACCENT SHOE COMPANY 


Div. of International Shoe Co. ® St. Louis 3, Missouri 
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It is a fac 
where you go more pec 
Rosebay Willow Calf 


Black Princess Calf 
Willow Calf footwear material . . . and versc 


prefer leather to any other 


Black Royal Calf calf leather has top preference 
A quartet of champions . .. from lightweight high-fashion 





pattems to sturdy welts that de 
and weather. 

We produce calf leathers that 
lead in popularity among 

shoe manufacturers. 


AMERICAN HIDE and LEATHER COMPANY, BOSTON 
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Winthrop “calls the tune” for extra pair sales with 
the newest of the new . .. the Cheyenne, a cowboy 
oxford. 


Square dancing and Western dress are the nation’s 
latest, greatest fads. Cash in on both by offering 
their followers exactly the shoe the occasion and 
costume call for. 


Podners, thar’ll be gold in them thar “tills” if you 
feature Winthrop’s Cheyenne, priced to retail profit- 
ably at... 





-Winturop 
10° SHOES 


Winthrop Shoe Co. Div: International Shoe Company e Saint Louis 
New York Sales Office, Room 914, Marbridge Building 
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WHEN IN CHICAGO 
VISIT OUR TENANTS: 


Advance Woolskin Shoe Co. 
American Footwear 
American Maid Footwear Co. 
B & M Shoe Corp. 

Becker, Walter H. 

Bendheim, Sol 

Boot & Shoe Recorder 
Bowen, Barney 

Carolyn Shoe Co. 

Chapman, Julian H. 
Chicagoland Footwear 
Conformal Shoe Co. 

Del Rey Footwear Co. 

Desco Shoe Corp. 

Dodd, Dorothy, Shoe Co. 
Dunn & McCarthy. Inc. 
Eastland Shoes, Inc. 

Eastern Footwear Corp. 
Empire Specialty Footwear Co. 
Engquist, Howard J.. Sr. & Jr. 
Enna Jettick Shoes, Inc. 
Evans, L. B., Son Co. 
Feltman & Curme Shoe Co. 
Foss, Allen A. 

Franzen Shoe & Slipper Co. 
Friedman, I. 

Friedman Shelbv Shoe Co. Div. 
Frye, John A., Shoe Co. 
Gary, Fred L. 

Gerbo Slipper Co. 
Greene-Crescent Slipper Co. 
Heel Hugger Shoes, Inc. 
Higham, M. S. 

Hi-Grade Footwear 
Hollywood Shoe Co. 
International Shoe Co. 


International Shoe Co., Hide Div. 


Jones, Maurice H. 


ONE HALF BLOCK FROM 
THE PALMER HOUSE 
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Kahle, W. P., Footwear Co. 
Kay Karzmar Casuals 
Kline, H. J. 

Knights-Allen Co., Inc. 
Kramer, Martin, Shoe Co. 
Lamont Footwear Co. 
Little Folks Footwear Co. 
Maley, Sylvia 


— 


Manistee Shoe Mfg. Co. 
Miller Shoe Co. 
Minnetonka Moccasin Co., Inc. 
Moberg Bros. 
Moncey Products Corp. 
Mondl Mfg. Co., Inc. 
Monroe Footwear Co. 
Moore, Joseph 
Municipal Shoe Co. 
Northeast Footwear Corp. 
Northern Footwear Co. 
Nurse Shoe Co. 
O’Connor & Goldberg 
Patterson, Warren D. 
Peth, Chas. L. 
Porto Rico Shoe & Leather Corp. 
Queen Quality Shoe Co. 
Raftenberg, M. L. 
Red Goose Shoes 
Dr. Reed Cushion Shoes 
Renee Footwear Co. 
Rest-Right Slipper Co. 
Rex Shoe Corp. 
Roberts. John C., Shoes 
Ross Slipper Co. 
Saco-Moc Shoe Corp. 
Sawyer Moccasin Co. 
Smith, M. C., Co. 
Stahl Shoe Co. 
Starlet Footwear Corp. 
Sterling, R. E. 
Swan Shoe Co., Inc. 
Todd’s Reliable Product 
Vinciguerra, C. 
Walker, E. J. 
Walker, G. F. 
Walker, Grace, Shoes 
Wax, Simon B. 
Wendt, Fred H. 
Wingstep Shoe Co. 

s 


HOME OF THE CHICAGO SHOE CLUB 


For Information on Building and 
Offices, Please Write or Phone 


CHAS. G. LINDEMANN 


GORDON STRONG & CO. 


209 S. STATE STREET 
HArrison 7-8191 
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MAKE 





(A message of special impr tance to shoe retailers) 


on’t get Burn 


SURE YOU'RE GETTING 


cowie NORZON” 


WHEN YOU PAY 














fabric 


rom ttf 
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Ever since the market has been flooded with imitations of NORZON 


fabric, we have received mail almost daily from cooperative retailers 


asking for positive means of identification. Our X-Ray Program is 


one answer. Here is another. 


HAS THIS HAPPENED TO YOU?... 


Because Norzon fabric is a tremendous success. some 





manufacturers have been passing off suedines as NoRZON 
fabric. (True, some other fabrics do bear a superficial re- 
semblance to Norzon fabric, — but that’s where the simi- 
larity ends.) Perhaps you and your customers have been 
the innocent victims of this unethical practice. When you 
pay for shoes of genuine Norzon fabric, you pay for quality 
and fashion-rightness . . . the bonus features your customers 
expect from Norzon fabric. We're determined to make 
certain that vou and vour customers are not cheated and 


WE'RE SET TO SMASH THE SWINDLING .. . 


to protect your profit. as well as your confidence in NorzON 
fabric. The Norzon X-Ray Identification Program is the 
first step in weeding out willful violators. he new Norzon 
marking, printed on the back of the fabric, shows through 
the shoe in any X-Ray fitting machine. However, X-Ray 
identification has been in effect only since September 1. 
We realize that you may have shoes on hand fashioned of 
Norzon fabric produced prior to September 1. We also 
realize that you may not have an X-Ray shoe fitting 
machine. Therefore, we have set up a very simple check 


system to help you during the transition period. 
















= an fe, 


CHECK _ Se AND DOUBLE CHECK . . . ~~ 


If you have any doubt about any part of your stock of 
Norzon fabric shoes, simply send us a pair of shoes, 
and invoice us at your cost. We will pay you for the 
shoes, determine whether they are made of NORZON 
fabric and send you a confidential report of our findings. 
This positive proof doesn’t cost you a cent — takes only 


a minute of your time. 





For newest NoRZON color samples write to our sole distributer of NORZON 



































NOTHING FILLS THE SHOE BILL LIKE NORZON FABRIC... 


Having what your customer wants at the price she wants 
to pay is still the soundest solution to sluggish sales. Cus- 
tomers want the plus qualities of Norzon fabric, its unsur- 
passed wear, its million-dollar styling, its easy-to-clean sur- 
face, its marvelous colors, at its pin-money price. They have 
confidence in Norzon fabric. If you want to cash in on this 
customer confidence, be sure vou're getting genuine 


Norzon fabric. 


Sabric, Phillips-Premier Corp., 186 South Street, Boston, Massachusetts. 





ate 
“e* NORZON is the registered trademark of Behr-Monning Corp for its el pile fobrics. 


BEHR-MANNING troy, vn. y. 


(DIVISION OF NORTON COMPANY) 































LEADING MANUFACTURERS 


ARE NOW Besar £ 7 


IN MEN'S SHOES” <a) 


Of course men’s shoes made with Lastex won’t be in stores in 





quantity until Spring. But here is news of a development that 
no manufacturer, distributor, wholesaler or retailer can afford to 
overlook: “Lastex” in men’s shoes is on the march. 

In men’s shoes, Lastex means new comfort . . . a revolutionary 
concept of fit. When Lastex yarn is woven into a special elastic 
lining, and “‘backed”’ or laminated to leather, it actually imparts 
miraculous flexibility to the leather—makes the shoe fit with every 
movement, flex with every step. But best of all, Lastex in men’s shoes 
means the same wonderful profitable welcome that greeted Lastex 


in women’s shoes. 





...the miracle yarn that makes things fit 







an elastic yarn manufactured exclusively by the 


U N I T E D S TAT E S R U B B E R G O M PA N .# 1230 Avenve of the Americas + New York 20, N. Y. 





56 Boot and Shoe Recorder 







TO BENEFIT 
OR NOT TO BENEFIT 


| 









—We hear a great deal these days about employees’ 
benefits, and we think they may play a more and 
more important part in the labor picture as well as 
in our economic scheme of things. 





—But, like a dose of laxative, effective when properly 
used, but disastrous when overused, so employees’ 
benefits can experience the same unfortunate results. 


—This “too-much-of-a-good-thing” idea is rather humor- 
ously expressed in this vaudeville skit which appeared 
in a Benton & Bowles house organ under the title of 
“Overheard in the Hall.” 











GIRL: Say, does the company pay for our Blue 
Cross? 

BOY: No, you pay for it; it’s taken out of your 
pay every month. 

GIRL: Last place I worked they paid for it. 

BOY : Did they give you a life insurance policy, too?’ 
GIRL: Sure. 

BOY: Profit sharing? 

GIRL: Sure. 


BOY: Two and three weeks vacations? 
GIRL: Sure, they had big bonuses and gifts for 
your birthday, and — — 


BOY: Why did you leave? 
GIRL: They folded. 


—Make sure your jobs are big enough to carry your 


benefits. 


—Or your benefits may do away with your jobs. 


President 
Boor anp SHor Recorper 
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THE ORIGINAL 























gom CRADLE To 4 yEARS 


Mowers know and demand original 
Jumping-Jacks—National advertising 
in Life — Good Housekeeping — 
Parents’, and in important medical 
periodicals assure ever increasing 
consumer sales and doctor 









recommendations. 














VAISEY-BRISTOL SHOE COMPANY, INC. 
ROCHESTER 3, NEW YORK 


MADE IN CANADA BY THE 
SAVAGE SHOE COMPANY, LIMITED + PRESTON, ONTARIO 













































THe FLrorsHEIM SHOE Company, Cuicaco 6 Makers of fine shoes for men and women 
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J. G. Schnitzer, top Commerce Department expert on shoe and leather 
matters, recently returned from a tour of six Western European countries, told 
Boot and Shoe Recorder that he found conditions in the retail shoe trade vastly 
different from those which existed during his 1947 trip. Two years ago, shoe 
stores had long lines of customers and very few shoes. Now, says Mr. Schnitzer, 
there are plenty of shoes and very few customers. High prices are the major 
reason for reduced sales. With urgent needs for footwear filled in 1947 and 
1948, European consumers are now biding their time in making new purchases. 

Mr. Schnitzer feels that sales will not increase substantially until 
prices drop, particularly since the cost of footwear in Europe, on the basis of 
hours of labor, is much higher than in the United States. 


Substitute materials, especially for soling purposes, were not in as 
wide use in Europe as in this country. Mr. Schnitzer estimates that only 20 


per cent of the shoe output in the countries he visited bears substitute soles, 
as compared with an estimated 40 per cent in this country. 

Shoe manufacturers, feeling the effect of higher retail prices on 
their sales, are showing increased interest in leather substitutes. In Mr. 
Schnitzer's opinion, however, it will be more difficult to increase the use of 
substitutes in Europe than was the case in the United States, primarily due to 
bad experiences with "ersatz" materials during the war years. If substantial 
price differentials should result from the substitutes, Mr. Schnitzer believes 
that considerable headway could be made. 

oS: 4 2 = 

Reports reaching Washington indicate that Czechoslovakia's Bata shoe 
factories are making offerings to the American trade. These offers are being 
made at prices reportedly lower than U. S. costs of production for comparable 
footwear. This is an important development in view of the fact that about 90 
per cent of the Czech shoe production capacity has been nationalized. Under 
Communist control, the output of this industry can be directed at will. Since 
the Communist coup in Czechoslovakia, and, in fact, prior to this event, shoe 
exports have channelled Eastward, largely to Poland. What the offerings to the 
~s me might mean is anybody's guess, although need for dollars stands high on 

e list. 

Tariff rates on shoes from Czechoslovakia were reduced last year and 
these reductions are still in force. They would not be abrogated, according to 
the State Department, unless the American shoe industry could show that sub- 
stantial harm was resulting. These officials point out that encouragement of 
trade with countries behind the Iron Curtain is still a part of U. S. foreign 
policy, except in the case of materials with war-making potentialities. 

2 4 64 ¢@ 


Plans for publishing a directory of names and products of American 
small business firms for the attention of overseas buyers have been completed, 
the Economic Cooperation Administration has announced. 

In the first government project of its kind, the ECA will list the 
names and products of small independent firms desiring to enter or continue in 
export trade under the Marshall Plan. The directory will be distributed by ECA 


























































































































overseas missions to European importers and other buyers, and will serve as a 
ready reference to available American sources of supply. 


The directory will be printed in the languages of the countries 


participating in the recovery program and will be paid for out of European 
counterpart funds. Listing in the directory will be without charge to American 


small business enterprise. 





[TURN TO PAGE 104, PLEASE] 
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RUGGED SHOES 


“for Active Little Fellas” 
Style #3868 #4868 #5868 
Size 2-13. B-E 4'/2-6, B-E 
Price $3.75 $4.25 


GRO-CORD Soles — 
i\MMEDIA +E 


13'/2-4, B-E 
$4.05 
60 days Guorantee 

DELIVERY 


SHOES FOR CHILDREN 


Edwards - 5 
— 314 NORTH 12h S’ 
RTH 12th STREET, PHILADELPI 
| | >HIA 7. PA 
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GO TOGETHER 


WITH LONG-LIFE ELASTIC SHOE GORING 


QUALITY ELASTIC 
ae 


Styling sells shoes —ibut the smartest 
styles must have built-in long-life 
comfort-fit at the key fitting points 


to insure consumer satisfaction. 


The makers of Quality Shoe Gorings rely upon Carr’s Fulflex 
— the Uniform Quality Rubber 
Thread — to give their gorings 
that vital elastic stamina 
which insures FIT 
throughout the wearing 


life of your shoes. 





) Carr-Fulflex’@@ 


BRISTOL, RHODE ISLAND 


THE QUALITY ELASTIC 
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GRAY & ROGERS, advertising 
agency in Philadelphia, created 
quite a stir when they ran an ad in 
the Philadelphia Bulletin and In- 
quirer, as well as the New York 
Times, headed ANOMALY and 
saying: 

“The wind’s falling off. Break 
out more sail,” said the skipper . . . 








“This is a steep up-grade. Give her 
the gas,” said the driver.... “Head 
wind is picking up. Open the throt- 
tle,” said the pilot. . . . “Current’s 
getting stronger. Better shake my 
tail,” said the salmon. ... “Sales 
are falling off. Curtail the adver- 
tising,” said the president. 
# * * 

FRED ZOELLNER, owner of the 
Zoellner Department Store, Tonga- 
noxie, Kansas, says: 

“Let’s put the good old word 
‘integrity’ back into the shoe busi- 
ness. And I mean from the ground 
up—from the tanner to the manu- 
facturer. The retailer should not be 
held responsible for the mistakes at 
the ‘original sources’ in the shoe in- 
dustry. We retailers, held responsi- 
ble by the purchasers of all shoes, 
might consistently call upon tanners, 


November 15, 1949 





Yee of the /, 


manufacturers and workers in shoe 
factories to put back into their prod- 
uct that old, dependable integrity 
which has been missing in some of 
today’s finished products. 

“I’ve seen the result of slipshod 
work, indifferent tanning and in- 
efficiency of manufacture right in 
our shoe repair department. The 
habit of maintaining shoes in good 
repair grew mightily during the 
period of scarcity. During the past 
few years, the repair man has re- 
ceived shoes where the back of the 
soles has split wide open, stitching 
has come loose and vamps have 
split or cracked open after relatively 
brief wear. 








“I am choosing lines of proven 
materials, workmanship and de- 
pendability . . . keeping faith with 
my customers of 25 years. But why 
be forced to choose so carefully 
just to supply our patrons with a 
reasonably satisfactory product.” 

* * * 


ESTELLE HAMBURGER, Fashion 
Promotion Consultant, says: 
“Fashion is a creative thing, each 
season evolved and developed into 
something refreshingly new . . . a 
prevailing spirit of line, fabric, col- 
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or, function, permeated by an atti- 
tude that mirrors a moment. It is a 
peculiar synthesis of practicality and 
art, reality and image. At this mo- 
ment it is divorced from the past: 
it is unfettered from period influ- 
ences, peasant influences, nos- 
talgic influences. It is free. It 





It asks to 


is American Modern. 
be born in American women’s minds 
in all the variety of its forms, fabrics 
and colors, for all the purposes of 
American living, at all price levels. 
It asks for judgment of selection, 
skill of presentation, support of mer- 
chandising . . . to each store its own 
beliefs, to each department the mea- 
sure of its own market opportuni- 
ties, to each fashion facet its own 
dramatization and to each organi- 
zation the free play of talent and 
imagination to express institutional 
personality as individual as human 
personality in free spirits. 

“Will fashion on these terms mean 
business? I would like to say yes 
categorically, in the belief that busi- 
ness on any other terms will dry up 
fashion, which by its very nature 1s 
change, variety, temptation, emo- 
tion, beauty. You can name the 
stores where fashion authority and 
profit have moved onward and up- 
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ward together, because their owners 
are fashion merchants and fashion 
promoters to a fashion alert public 
that always seems to find the money 
to pay for a hit show. 

' “In nations, in governments, in 
social groups, in stores, the ends of 
a search for mere security are dull- 
ness, monotony, rigidity . . . th: 
means of a search for freedom are 
risk, struggle, knowledge, creativity, 
independence. . . . And the ends may 
be leadership!” 





W. F. DARLAN, manager of the 
Treadeasy Boot Shop, Carbondale, 
Pa., says: 

“When a slump comes in a one- 
industry town, things are bad. 
Coal mining is the biggest indus- 
try here and, of course, things have 
been slow in that line for a long 


time. 


“Our customers are buying only 
when and what they can’t do with- 
out and we are following much the 
same tactics in buying from the 
manufacturer. We have tried all 
sorts of sales lures and have come 
to the conclusion that you can’t 
make people buy if they don’t want 
to.” 


* * * 


LESTER PIKE, manager of the 
Spencer Shoe Store, Providence, 
R. I., says: 

“Children’s shoe business is far 
abead of last year’s, to date, and is 
becoming one of our important de- 
partments. (In this store, shoes 
were added during the war, as a 
means of bolstering the men’s shoe 
business. ) 

“An important factor in building 
the children’s line is the fact that the 
company has added ten to twelve 
additional styles. This appeals to the 
children, who today are as style 
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conscious as their elders. They don’t 
want the same shoes, with the same 
style and the same look. They want 
the new angle. They want shoes to 
harmonize with their coats, hats and 
accessories. With children. today, 
shoes are as important a part of the 
ensemble. as they are with their 
mothers and grown up sisters. 

“Furthermore, children know just 
what they like or don’t like. Chil- 
dren generally select their own 
shoes. The day has gone when 
mother picks out shoes for her 
daughter. Children want to be 
treated in an important way when 
they are being fitted. They resent 
the attitude that they are children 
who don’t know what they want. 
They want a salesman’s respect and 
they want a little glamour and 
dramatization in their shoe pur- 
chasing.” 



































|RVING JOSEPH of Joseph Salon 
Shoes, Chicago, IIl., says: 

“We see a gradual swing away 
from the popular platforms—with 
single soles again coming into their 





own for Fall and Winter. This is 
particularly so in dress shoes. The 
increased interest in the closed shoes 
is responsible for this and it is now 
evident that a large portion of Fall 
shoes will be closed. It by no means 
indicates the end of the open shoe, 
however. The open shoe is so much 
an accepted style that it has become 
a staple and will remain so for some 
time to come.” 
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“It's no use! My mind's made up on the size shoe | wish to wear." 
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Lines like this were no novelty in the lobbies of the four participating hotels as merchanis-from all 
over the country, as well as those from abroad, arrived at the Fair to look over the Spring shoe lines. 


OPTIMISM me KEYNOTE 
ar NATIONAL SHOE FAIR 


Hope of Impending Settlement of Steel Strike Instills Expectation 
of Good Business in Retailers and Manufacturers Attending the 
Four-Day Shoe Fair in Chicago—Interesting Program Arranged. 


A DEFINITE mood of optimism prevailed in Chicago 
as the 16th annual National Shoe Fair got under way. 
This was inspired, in large part, by the news of the first 
break in the steel strike which occurred on the first 
official day of the Fair. The four-day annual event, 
sponsored jointly by the National Shoe Manufacturers 
Association and the National Shoe Retailers Asso- 
ciation, took place in four of Chicago’s hotels, the 
Stevens, the Palmer House. the Morrison and the Con- 
gress, from October 3lst through November 3rd. The 
largest retailer attendance on record was chalked up at 
this year’s Fair. 

Hope of an early nationwide peace in the steel indus- 





George E. Gayou, manager of the Fair, and 

Viss Mabel Gunning, his secretary, who worked 

for many months to make this the largest and 
best Shoe Fair on record. 








NSMA ELECTS NEW SLATE IN CHICAGO 


Weir Stewart, Marshall, Meadows & Stewart, Inc., Auburn, N. Y., 
was elected president of the National Shoe Manufacturers Associa- 
tion during the National Shoe Fair in Chicago. Other officers elected 
were: executive vice-president, W. W. Stephenson; vice-presidents: 
Leo Goodkind, Lucille Footwear Co., Williamsport, Pa.; W. W. Kiss, 
Pied Piper Shoe Co., Wausau, Wis.; T. R. Simons, Weyenberg Shoe 
Mfg. Co., Milwaukee; S. L. Slosberg, Green Shoe Mfg. Co., Boston; 
James E. Wall, Wall-Streeter Shoe Co., North Adams, Mass.; trea- 
surer; E. S. Gerberich, Gerberich-Payne Shoe Co., Mt. Joy, Pa.; 
secretary, Harold R. Quimby. 

Directors elected for three years were: C. C. Andreasen, Holland- 
Racine Shoes, Inc., Holland, Mich.; J. Edson Andrews, Rasmussen 
Shoe Co., Worcester, Mass.; Charles G. Craddock, Craddock-Terry 
Shoe Corp., Lynchburg, Va.; Henry W. Lambrecht, Dixon-Bartlett 
Co., Baltimore; Herbert Lape, Jr., Julian & Kokenge Co., Columbus, 
O.; George Miller, |. Miller & Sons, Inc., Long Island City, N. Y.; 
J. J. Molloy, Merrimac Shoe Co., Lowell, Mass.; Normand P. Liberty, 
H. O. Rondeau Shoe Co., Inc., Farmington, N. H.; Vergil Lipscomb, 
Town & Country Shoes, Sedalia, Mo.; Harry Johansen, Jr., Johansen 
Bros. Shoe Co., Inc., St. Louis; Milton Halle, Muskin Shoe Co., Balti- 





more. 





try gave a lift to thousands of shoe 
men gathered in Chicago, and the 
feeling in the trade was that early 
settlement of the strike would con- 
stitute a powerful impulse to buying 
for the advance Spring season. Buy- 
ing which took place at the Shoe 
Fair, however, was varied, ranging 
from excellent, through satisfactory, 
to spotty, depending on which type 
of shoe and which type of resource 
was represented by the spokesman. 
Nationally advertised brands fared 
best, particularly those lines with 
reputations for having dependable 
promotions season after season. 
Prices were firm with some slight 
increases, and these were confined 
to changes on certain shoes within 
the same lines. A graphic indication 
of the firmness of the market was to 
be seen in the fact that buyers for 
chain stores owned or affiliated 
with shoe manufacturing operations 
bought heavily those types of spe- 
cialties which they themselves did 
not produce. This type of buying 
usually takes place as late as Janu- 
ery or February; this was the first 
show in many years at which any 
considerable volume developed from 
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them as early as November. 
Opening event of the show was a 
press breakfast held by the National 
Shoe Institute on Monday morning 
at the Palmer House. Joseph E. 
Boyle, vice-president and director of 
public relations of the J. Walter 
Thompson Company, agency for the 
Institute which is a joint public 
relations project of the NSMA and 
the NSRA, presided and introduced 
the speakers. Irving Grossman, gen- 
eral sales manager and director of 
I. Miller & Sons, and first on the 
program, emphasized the impor- 
tance of promotion in selling fash- 
ion and the necessity of having well- 
rounded stocks with a wide range of 
sizes at the selling peak of each 
season. Harold Volk, president of 
Volk Bros., spoke of the need for 
getting behind a style and pushing 
it. He pleaded for better coopera- 
tion by fashion publicity people in 
showing shoes. Rea Seeger, fashion 
editor of the Chicago Tribune, 
stressed the importance of window 
shopping in relation to selling shoes. 
She noted three ideas for the shoe 
industry to emphasize: the shoe 
wardrobe, color and a variety of 


heel heights. The last speaker on the 
program, Kathleen Catlin, fashion 
coordinator for Marshall Field & 
Co., suggested six ways of coordi- 
nating shoes with apparel, with 
other accessories, in volume, in 
fashion, in prediction and in gen- 
cral trend advertising, in window 
displays and in fashion shows. 

Members of the industry gath- 
ered at a luncheon in the grand ball- 
room of the Palmer House Monday 
noon, at which John M. Hancock, 
partner in Lehman Brothers, indus- 
trial bankers, spoke on the topic, 
“Does America Want More Infla- 
tion?” He said, in part: 

“Virtually all of the tangible 
signs of economic decay seem about 
to disappear, hence the best guess 
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anyone can make about the business 
outlook is that for the economy as a 
whole, the late ‘recession’ is sub- 
stantially over. 

“It seems highly unlikely,” he 
continued, “that further inventory 
reductions will continue in the 
raonths ahead. The most likely 
course of business in general in the 
remainder of 1949 and early 1950 
is sideways-to-moderately upward, 
assuming an early settlement of the 
hig strikes. 

“The next best bet, and still a 
pretty fair one, is that business will 
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continue slow adjustments or a slow 
downward trend. 

“As for the remaining possible 
directions the economy might take, 
it seems to me distinctly unlikely 
that business will move upward 
sharply, and still more unlikely that 
we will have a depression.” 

Mr. Hancock was introduced by 
J.awrence B. Sheppard, Hanover 
Shoe Co., Hanover, Pa., president 
of the NSMA. In his greeting, Mr. 
Sheppard expressed the belief that 
the co-operative effort of all seg- 
ments of the industry which was 
typical of the Shoe Fair would help 
it in meeting the problems that 
arise in the industry. “We must 
recognize.” he said, “that our an- 
nual ‘stability is more important 
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than the day-to-day fluctuations 
which take place. There is no pros- 
pect in the immediate future which 
would indicate that the close bal- 
ance which prevails betwéen de- 
mand and supply will be upset.” 
Mr. Sheppard closed his remarks 
with the hope that the industry 
would plan its merchandising in 
recognition of the fact that it will 
sell three and one-quarter pairs of 
shoes per capita this year. 

George B. Hess, N. Hess Sons, 
Baltimore, Md., president of the 
NSRA, made a few final remarks. 
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since he was finishing his second 
term as president of that organiza- 
tion. He stressed three factors 
which he believed had definite sig- 
nificance for the industry: First, 
the “amazing progress” made by 
the tanners of kips, extremes and 
sides in the past ten years; second, 
developments in the men’s end of 
the industry. “The male consumer 
is still buying very few pairs of 
shoes,” he said. “To be exact, the 
figure was 2.02 pairs in 1948. At 
this moment, however, there seems 
to be a new spirit in the men’s 
branch of our industry”; finally. 
instead of a strictly utilitarian out- 
luok, he stressed the importance of 
keeping in mind the fact that shoes 
are designed to give comfort, to 
protect and enhance health, and to 
satisfy desires for good appearance 
and beauty. 


On Monday evening, Arno H. 
Johnson, vice-president and direc- 
tor of research of J. Walter Thomp- 
son Co., addressed a joint meeting 
of the NSMA and the NSRA, and 
stated that per capita purchases of 
shoes have not kept pace with the 
vastly increased purchasing power 
of the American consumer. In 
1929, he pointed out, the shoe re- 
tailer enjoyed 1.67 per cent of total 


retail sales, but this declined to 1.47 
per cent in 1939, and during the 
first seven months of 1949 was only 
1.16 per cent. 

“In the 26 years from 1914 to 
1940, prior to World War II,” Dr. 
Johnson said, “there appeared to be 
a fairly close relationship between 
shoe consumption in pairs per 
capita and the real per capita pur- 
chasing power after taxes and after 
correction for the fluctuating value 
of the dollar. In other words, the 
average ability of the consumer to 
buy physical units of goods or ser- 
vices was reflected in the unit pur- 
chases of shoes. 

“Since the war there has been a 
substantial increase in the real per 
capita purchasing power which has 
not been reflected in shoe consump- 
tion, but which would mean a po- 
tential market for shoes 46 per cent 
greater if the prewar relationship 
could be re-established.” 

Dr. Johnson explained that since 
1914 real income per capita (in 
1949 dollars) had increased from 
$789 to an estimated $1,312 for 
this year, while in the same period 
pairs of shoes sold per capita in- 
creased from 2.88 in 1914 to 3.15 
in 1949. If shoe purchases had in- 
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NEW OFFICERS, DIRECTORS NAMED BY NSRA 


At the annual meeting of the National Shoe Retailers Association 
held during the National Shoe Fair in Chicago, the following officers 


and directors were elected: 


President: Albert Wachenheim, Jr., Imperial Shoe Store, New 
Orleans, La.; vice-presidents: William Geuting, A. H. Geuting Co.. 
Philadelphia; Lawrence J. Horan, J. & J. Slater Co., New York; W. 
Otto Warn, Warn & Warn, Spokane, Wash; J. Addison Cox, Robin- 
son Shoe Co., Kansas City, Mo. 


Three new directors were elected: Frank Bush, Bush Footwear Co., 
Phoenix, Ariz.; John W. Morgan, Dill Brothers, Parkersburg, W. Va.; 
Ned Schwartz, Lord & Taylor, New York. 


Nine directors re-elected were: A. G. Clayton, Zion's Cooperative 
Mercantile Institution, Salt Lake City; Henry H. Dahl, Thayer-McNeil 
Co., Boston; Marcus Rice, Famous Barr Co., St. Louis; Roy E. Stevens, 
Stevens Shoe Store, Ottumwa, lowa; Mr. Wachenheim; and Mr. 


Warn. 











Delegation of shoe retailers from De- 
troit, as they arrived in Chicago for 
the Fair. Left to right: Charles Crain, 
M. Diem, S. A. Wyrock, Harry Good- 
man, Charles Goodman, Morton Hack, 
Sam Plotler, president of Detroit Shoe 
Retailers Association; Meyer Stewart 


and Ed Kile. 





From all over the map came shoe 
merchants. Left to right: Michael 
Aronesti, Parker Shoe Store, Chicago: 
Louis Stein, Famous Department 
Store, McKeesport, Pa.; Herman S. 
Aronesti, Arrow Shoe Store, Chicago: 
Fred Gardzer, Barney, John and Jack 
Wilkerson, K. Johnson, all of Wil- 


kerson Shoe Co., St. Louis. 


National ‘hoe Travelers’ Association 
held its annual convention at the 
Vorrison Hotel. Here are, left to right: 
Keith Pickrell of Middle Atlantic 
Shoe Travelers. vice president of 
VSTA; Norman N. Souther, secretarv- 
treasurer: Samuel S. W eiss, president, 
Michigan Shoe Travelers and newly 
elected NSTA president; Harry J. 
Evans, retiring president, handing his 
gavel over to his successor. 














Fair. Reason: He d 


are pals. They served toze 
during KB orld War I. Her 


Palmer House, Vir. Veni 


Right: Texas and Missouri 
finally got together at the 
Hotel Morrison when retail- 
ers from both states came to 
Chicago for the Fair. Left 
to right: Irving Glick, Saks 
Shoe Store. Houston; O. 
Rome, The Shoe Center. San 
{ntonio; Sol Nathanson and 
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Shoe men gathered in the Recorver 
press room at the Palmer House. 
Left to right: Ed Dwyer, Thomas & 
Dwyer Shoe Store, Batavia, N. Y.; 
John H. Schmanke, Schmanke’s, 
Rochester, N. Y.; W. J. Sebastian, 
Sebastian’s Shoes, Santa Ana, 
Cal.; John Heckler, Altier & 

They start to attend the Fair at an early age! Janice Ann Heckler, Rochester ; Ott. Schmanke, 

Lyman, with her parents, Mr. and Mrs. L. C. Lyman of Schmanke’s, Rochester. 

Lyman Shoes. Springfield, Ill., decides she likes the . 

view from her perch on the Registration Desk at the 

Palmer House. 


Right: Seen as the Fair got 
under way were Steven Jay, 
president of R. H. Fyfe & Com- 
pany, Detroit, Mich. at the 
right, and Everit B. Terhune, 
Sr., president of Boot anv SHOE 
Recorper, left. 


Vidwest. South and Southwest meet. Left 
to right: John M. Jackson, Kline’s, Kan- 
sas City: A J. Palumbo, The Fashion, 
Beaumont, Tex.; Howard Pickering. 
Byck’s. Atlanta; and Ernie Miller, Ernie 
Viller Shoe Salon, Asheville, N. C. 


Who says Central America isn’t interested 
in U. S, shoes? Here, right, is Fernando 
Cruz, retail sales manager, Incatecu Cia., 
Guatemala City. Left is John Dyke, 
Bitker-Gerner, Milwaukee. 


The new Fiorsheim jactory was opened oficially dur- 

ing Shoe Fair week. Here Mrs. Miltor, S. Florsheim. 

wife of the founder, cuts the ribbon that officially 

opened the factory. Left to right: Irving S. Florsheim; 

Vrs. Florsheim; Harold M. Florsheim; and Mayor 
Martin H. Kennelly of Chicago. 


Above: Looking at the store interior 

portrayed in the Recorper’s booth are, 

left, Harry F.. Terhune, Recorper’s 

West Coast representative; und Al 

Schmidt, shoe merchandiser of four 
Los Angeles stores. 


Right: Mayor 
Kennelly welcomes 
the addition of the 
new Florsheim fac- — 
tory to the city. » 





Left, left to right: Utility oxford, avail- 
able in white, brown, blue and red, all 
with natural color wrapped crepe soles. 
Yacht shoe in blue.with natural color 
sole, white with white and blue denim 
with red, on Posture Foundation con- 
struction with non-skid Squeegee sole. 
The Lakeshore, canvas sport shoe also on 
Posture Foundation. All three shoes from 
both the Goodrich Footwear Division 
and the Hood Rubber Co. 


Right, left to right: The Shannon, 
double strap sandal with braid 
vamp, twill quarter, elastic ankle 
and instep straps.. The Carma, in 
light yellow straw type material 
combined with Turftan. The Ava- 
lon, colorful shoe designed for 
mother and daughter. All three 
have “Duo-Texture” slip - lasted 
platform soles and light weight, 
vulcanized cork and rubber soles; 
all Ball-Band Summerettes from 
Mishawaka. 


Below: the Floridan with buoyant 
“Duo-T exture” slip-lasted platform sole 
and light weight cork and rubber sole, 
vulcanized on. The upper is of twill 
and the instep strap is of elasticized 
goring. Available in a variety of im- 
portant Summer colors. From the Ball- 
Band Summerette line of Mishawaka. 


OLOR xev ro RUBBER 


PROMOTIONS 


LINES of rubber-soled sport shoes for the coming 
season are the gayest in the history of the industry. To 
the black, brown, white, navy, red and natural of past 
years, have been added a light blue, a faded blue and 
red denim, and a gold. This last color is the greatest 
innovation and is in men’s and children’s as well as 
women’s shoes. Striking contrasts have been achieved. 
Some of the gold shoes, for instance, have been given 
white rubber soles and lacings. A pale blue shoe has 
a brilliant red sole, lacings and stitching. Perhaps even 
more striking, however, is the all-over gold and the 
all-over pale blue shoe; even the rubber soles match 
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The Trend Toward More Color Has Spread to Active Sport, as Well as General 
Leisure Shoes and Leading Rubber Companies Have Added Such Promotional 
Colors as Gold and Light Blue. 


by ELEANOR M. RUTTY 


Left, at front: Ghillie in 
navy hopsacking with white 
lace stays, laces, binding, 
sole and wedge heel. At 
back, left to right: Sailor tie 
in all-over gold twill, a new 
color. Atika oxford in natu- 
ral color hopsacking con- 
trasted with brown. Vita-Ray 
oxford in all-over white 
mesh. All washable, all made 
with Tred-Lite molded type 
sole and all from Cambridge. 





Right, left to right: The Board- 
walk, side gore stepin in brown 
with ground gripping brown 
outsole. The Gamester, general 
purpose oxford, shown here in 
faded blue jeans color with 
matching sole, shock-proof 
arch cushion, cushioned insole 
and crepe type outsole. The 
Majestic oxford with arch cush- 
ion, cushioned insole, crepe 
outsole, full-breathing upper, 
shown in navy with white. The 
Lace-to-Toe tie in all-over white 
with same features as the Majes- 
tic. All are washable and all 
are from U. S. Rubber Co. 














This display enables the shopper to visualize 
the appearance of the shoes she buys with an 
appropriate ensemble. 





THE poem on this page has been the motto which has 
long guided the work of Maurice I. Solomon, director 
of displays, Stenchever’s in Paterson, Passaic and Hack- 
ensack, New Jersey. Mr. Solomon, who has been suc- 
cessfully blending art with merchandise for a number 
of years, says that display windows must have effective 
simplicity. “They must catch the eye, and then hold it,” 
he emphasizes. 

To achieve this “effective simplicity,” Mr. Solomon 
follows these steps in preparing his displays: (1) presen- 
tation and preparation of merchandise, (2) layout, (3) 
color, (4) props and (5) lighting. The coordination 
of color, style of layout and presentation can make the 
shopper hope almost immediately that she can be the 
wearer of the merchandise on display. Mr. Solomon’s 
windows never display just shoes. His windows always 
contain a mannikin dressed in a new ensemble to demon- 
strate how the shoes can be worn with the latest fashion, 
but the focus is definitely on shoes. “Imagine looking 
into a window,” says Mr. Solomon, “and being able to 
select your entire wardrobe at a glance.” 

The displays in Stenchever’s stores have a time limit 
of ten days, but generally the displays last for one week. 
The idea behind this is that such frequent changing of 
displays creates interest at all times, and the “windows 
do not become yesterday’s newspapers.” 

One of the main details in creating a display is a 


meeting with the buyers of the various departments in 
the store about a month in advance so that the mer- 
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by EDWARD SPASEK 


“4 man who works with his hands is a laborer, 

A man who works with his hands and his head 
is a craftsman, 

But! A man who works with his hands, his 
head, and his heart is an artist.” 





The theme in this window is reptile. A stuffed lizard 


and skins emphasize this promotion. 


chandise can be selected for presentation. At this time, 
the amount of space to be allotted and a definite time 
limit for the display is decided upon, usually ten days 
to two weeks. After the merchandise is selected, Mr. 
Solomon goes to work in his display workshop where 
he can work out the design of the display, and make 
the necessary props. “Create new interest,” he says, 
“as frequently as possible by changing props, color 
schemes and merchandise.” The advertising depart- 
ment cooperates with Mr. Solomon in the preparation 
of copy for the display. Copy is considered to be an 
integral part of the window. It should have a theme 
of some sort, as for example, Stenchever’s: “It’s def- 
initely Stenchever’s.” It should describe the merchan- 
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Good Displays Mean Plenty of Customers. They Are the Bait 


on the Hook, Attractively Designed to Lure the Customer Into 


the Store, Says Maurice I. Solomon, Stenchever’s, New Jersey. 


dise. “You have to tell ‘em to sell °em, you know,” 
Mr. Solomon explains. 

Next step in the display is layout. “Layout and colors 
are the spirit behind window presentation. A window 
with good balance of layout invites the passer-by to 
view the entire set-up at a glance, just as a room with 
good balance of movement invites you to live and relax 
in it,” points out Mr. Solomon. Layout is achieved with 
curves, diagonals, rectangles and contrasts between long 
and short lines. To avoid monotonous perspective, he 
warns, “Don’t plaster all your props against the wall.” 
The display is prepared by dividing it into individual 
sections devoted to one definite promotion for one 
type of shoe or color. This display area should be about 
five feet square. The advantage is that it will give that 
area a direct view, and permit the coordination of all 
accessories that belong to that section, with a show card 
telling the story. Another “don’t,” according to Mr. 
Solomon, is the use of cheap leatherette floorings in a 
window. Leatherette, he claims, makes shoes look hard 
and unattractive, while a neutral color carpeting dis- 
plays the shoes to their best advantage. 

Color is the main detail in the presentation. “It en- 
hances the beauty of the merchandise,” says Mr. Solo- 
mon. It is the chief element which will give life to a 
window. It can be as restful—but let him tell it, “as a 
park bench or as invigorating as a frosty Autumn day. 
The color must be quiet, because merchandise must 
dominate the window while the color scheme is the 
background vehicle to promote the displayed merchan- 
dise. To be a successful display man, it is necessary 
to have good training in color and its uses. Practically 
any color can be toned down with a small amount of 
raw umber or burnt sienna. I suggest that only casein 
paints for fast drying be used. If you don’t know color 
and how to apply it, consult an expert for advice.” 

Color schemes in Stenchever’s windows are changed 
eight times a year. Not every color is considered good 
for shoes. It is necessary to select a color scheme that 
will bring out the beauty of the shoes and accessories. 
Naturally, the color scheme is seasonal. “Keep away 
from a purplish blue,” Solomon says, “because it has 
a metallic look which is bad for the eye.” He uses warm 


colors, such as wines, deep greens, yellows, blues and 
pastels in the Winter; and in the Summer, cool colors 
are used in the displays: deep blues, greens and pea- 
cock blues—never bright blues. Greys are important, 
too, because they lend balance to all colors. He never 
uses red. Instead, he prefers a magenta which is com- 

plementary to all colors, including black and white. 
Props should never be confused with regular set fix- 
tures. They should characterize the layout. They must 
eliminate all bulk and should carry the seme color 
scheme as the walls or be neutral in appearance, such as 
light bleached wood tones. Screens can be used effec- 
tively, by being built to hold shelves for merchandise. 
Mr. Solomon suggests several pairs of graceful hands to 
[TURN TO PAGE 82, PLEASE] 


Notice how unobtrusive the props are in this 
display. They characterize the layout. Graceful 
hands to hold handbags are effective props. 
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Shoe Trade Clarifies Objectives 


THE 1949 National Shoe Fair, major annual trade 
convocation and market week held early this month in 
Chicago, proved an accurate mirror of current condi- 
tions, with today’s shoe trade picture etched in sharp 
relief against a background that reflected broad out- 
lines of the general business situation. It was for the 
most part a hopeful, optimistic picture whose highlights 
revealed favorable prospects for the remainder of the 
year and the early part of 1950. But there were also 
shadows and areas of uncertainty, some of which were 
related to recent labor developments and their possible 
impact on the future of business. 

How widespread the repercussions of serious labor 
strife in a few basic industries like coal and steel can 
be. was clearly reflected in retail attendance at the 
Shoe Fair. While it turned out to be a big show in 
every sense of the word, the impression was general 
that the number of retailers present hardly measured 
up to expectations or the records of some previous 
years. This was attributed in part to reported cancella- 
tions of hotel reservations by merchants in areas affected 
by the strike, where sales of shoes and other merchan- 
dise were said to have declined quite sharply in recent 
weeks. 

As usual, reports on the volume of advance buying 
varied considerably, but the fact that no strong buying 
movement developed at the Fair appeared to disturb 
no one to any serious degree. While everybody in the 
manufacturing branch of the trade is eager to write 
orders as early as possible, the present pattern of buy- 
ing in shoes seems predicated on the theory that the 
National Shoe Fair is an official first showing of lines. 
where retailers gather with the expectation of placing 
some advance orders but more especially to study 
trends, compare lines and absorb information on the 
basis of which they will be prepared to make more sub- 
stantial commitments in ensuing weeks. 

Unless the buyers went to Chicago looking for lower 
prices—and most shoe people are too well informed 
and realistic to expect any general or substantial decline 
under today’s cost situation—their hesitation this time 
could by no means be attributed to price resistance. 
While some lines were priced slightly higher, the ma- 
jority held about level with what they have been and a 
few even showed slight reductions here and there. So 
the reluctance of many retailers to place more substan- 
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tial orders undoubtedly reflected the close watch they 
are keeping on inventories, plus the fact that they 
sought further clarification on the styles and propor- 
tions of their Spring requirements before committing 
themselves more completely. 

Whether they placed orders or not, buyers were keenly 
interested and favorably impressed, apparently by the 
wide variety of attractive styles and colors in women’s 
shoes and likewise by the new types of footwear, de- 
signed to meet the needs of the Summer season, which 
men’s shoe makers were offering. In styling and de- 
signing it was apparent that the shoe trade today has 
definite and clear ideas of where its opportunities lie 
and how it proposes to go about the business of devel- 
oping those ideas, through carefully planned merchan- 
dising and promotion of shoes designed with the de- 
liberate purpose of appealing to the timely needs of 
customers. 

On the program side, more interesting events and 
doings kept the shoe men occupied from morning until 
night, especially during the first three days of this 
years show, than at any other National Shoe Fair 
since the war. Most of these events were on the official 
program but others were “extra-curricular,” as, for ex- 
ample. the impressive opening of the new factory home 
of Florsheim Shoe Company on October 31, and the 
gatherings and parties held by various other manufac- 
turers and trade groups. All of these events were of a 
uniformly high order, reflecting great credit on those 
who planned them. 

Especially timely and significant were the two offi- 
cial noonday luncheon sessions, the first of which, on 
Monday, gave a background picture of the general 
business and national situation through the enlightening 
address of John M. Hancock, nationally known financier 
and industrial adviser, and the second on Tuesday 
provided practical merchandising information by one of 
the country’s leading department store executives, Frank 
M. Mayfield, president of Scruggs-Vandervoort-Barney, 
St. Louis. When all is said and done, the primary pur- 
pose of a trade gathering of this character is to clarify 
the thinking of the membership through counsel and 
contact. In this supremely important respect, as well as 
in other ways, the 1949 National Shoe Fair undoubtedly 
fulfilled its mission and paved the way for further 
progress toward the shoe industry’s ultimate objectives. 
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“MY TEN YEARS IN SELLING HEALTH SPOT SHOES 
HAVE BEEN MY HAPPIEST AND MOST 
PROFITABLE YEARS” 
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HEALTH SPOT SHOES 


TYPICAL HEALTH SPOT SHOE STORE 


There are a limited number of dealerships open in towns of 
15,000 or over to men with experience in the shoe business. 
A Health Spot franchise is a way of earning a substantial living 
selling a staple line of quality footwear backed by support 
from the home office by way of inventory and cost controls, 
merchandising advice and sales assistance. Write giving per- 
sonal details and your business experience. If you can qualify 








The most comfortable 


men’s shoe in America : : 
HEALTH SPOT $-060 we'll train you with our methods and help you start a business 


that will be profitable now and for years to come. 


HEALTH SPOT SHOE COMPANY ocoNnomowo.e WISCONSIN 


November 15, 1949 75 












































FOLLOW A PLAN 


FOR EFFECTIVE ADVERTISING 


Chart Your Course in Terms of Intended Accomplishments and 
Methods Necessary to Achieve Them, and Your Advertising Will 
Pay Off in Results. 


by IRVING SETTEL 


One of a series of articles offering the 
shoe retailer the means of producing 


sales-compelling advertisements. 


SuccessFUL advertising follows a careful blueprint 
which charts out both intended accomplishments and 
methods necessary to attain this goal. 

For the retailer, all promotion, no matter how small, 
must perform certain specific jobs. They include: 


1. Convincing the public that his store is a good 


place in which to buy. 
2. Creating future or immediate sales. 


3. Increasing traffic in the store to sell items which 
are not advertised. 

In other words, not only must advertising build sales, 
but it must also maintain a good reputation and increase 
prestige. This, of course, will create future sales. The 
ultimate goal, however, of all advertising is a steady 
and profitable volume of business. 

Many inexperienced retailers gauge the results of ad- 
vertising by immediate sales only. They feel that since 
the previous day’s promotions have not “pulled,” adver- 
tising will not pay for them. They forget the long range 
cumulative effect. Keeping the name before the public 
will undoubtedly bring in eventual business. 


The Advertising Budget 

In order to put advertising on a planned basis, it is 
first necessary to establish an annual budget. This 
should be based upon two considerations: 

1. The volume of business that is expected. 

2. The amount of money available for advertising. 

The problem arises, of course, as to how to determine 
expected business. This can be done by scanning past 
sales. It may be necessary to examine last year’s books, 
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to interpret general business trends and to determine 
sales potentialities. Advertising appropriations should 
be geared to sales objectives. This is sometimes difficult, 
especially when uncertain times make predictions difh- 
cult to forecast. 

However, a certain sales potentiality must be deter- 
mined. This will be a guide. It will show you the way 
to ascertain a budget for promotion. This amount may 
vary anywhere from one to five per cent of proposed 
net sales. Naturally, it will depend upon a number of 
factors including the potential of the town, the store, 
the optimism and faith of the shoe merchant. 


Plan Many Months Ahead 


There is a tendency for the retailer to avoid planning 
of any type. Many prefer to do business on a day-to- 
day basis. Successful merchants. however. recognize 
the necessity of planning many months and sometimes 
years in advance. While it is true that it requires a 
great deal of time to work out a campaign, the results 
usually warrant the effort. 

A planned advertising program is an important factor 
in the elimination of waste. When there are no plans, 
large sums of money are often spent without regard 
for actual needs. Small ads in charity publications, 
outright donations, etc., are often charged to adver- 
tising. The result is that the expenditure is high, results 
are poor, and “promotions” are blamed. A plan will 
avoid this type of waste wherever possible. It will 
allow advertising money only where it shows specific 
results. It certainly will not eliminate charitable dona- 
tions. It will, however, prevent you from charging 
them to advertising budgets. 

Advertising should be considered an investment 
rather than an expense. It can bring rich returns if 
correctly handled. Once the annual budget is deter- 

[TURN TO PAGE 112, PLEASE] 
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CLAFF INGENUITY... 








/ T&A CUSTOM BUILT 
a ! PACKAGE FOR 
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- zl a Bar 


i Randolph and Brockton, Mass. . 


| a 





a 




















STOCK STYLE 267 
ENVOY LAST 
Manhattan Brown 
Stacy-F.ex Plain Toe 
Seamiess Oxford 


STOCK STYLE 226 
SAVOY LAST 
Rich Mellow Tan 













STOCK STYLE 265 
ENVOY LAST 

Indian-Tone Calf 

Stacy-Flex Wing Tip Brogue 


~21.95 






STOCK STYLE 266 
ENVOY LAST 
m Tan Imported 







PLUS TWO OF THE LATEST STACY-ADAMS 
CREATIONS IN TODAY’S POPULAR MOCASSIN 
VAMP STYLING — IN-STOCK 


STOCK STYLE 225 
SAVOY LAST 
Indian-Tone Calt 












STOCK STYLE 215 
NOMAD LAST 
Rich Mellow Tan 


For NEW Pairage ... NEW Profits... NEW Repeat Sales 


~~ 


Feature the 35 fast-selling Quality Styles in today’s Fast-Expanding 
Stacy-Adams IN-STOCK Department... backed by immediate ship- 
ment of all of your required sizes and widths — including a wide selec- 
tion of AAA widths and sizes up to 13. 


a 


21 OF STACYS' 35 
IN-STOCK STYLES 
RETAIL AT LESS 

THAN $20.00 STOCK STYLE 216 
~ —_———— NOMAD LAST 
Cordovan Shade Calf 
Hand-Sewed Va 


§: nd fi rie mplete Catal 
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by EDWARD SPASEK 





BuyInc PATTERNS rarely change. 
Harvey E. Renner, business news col- 
umnist, New York Herald Tribune, 
says. The average department store 
will do 25 per cent of the year’s busi- 
ness during the Christmas season (No- 
vember and December). It will do 
another 16 per cent at Eastertime 
(March and April). More than likely 
this buying pattern would apply close- 
ly to the independent retail merchant. 
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How TO GET BUSINESS... It 
hardly seems necessary to point out 
that advertising means sales, that one 
should increase advertising not when 
business is good, but when business 
is bad. Yet there are those who still 
act like the man who first saw a 
giraffe, and said, “There ain’t no such 
animal.” Well, there’s certainly an 
animal like advertising, and the wise 
merchant uses it consistently, for he 
realizes it’s just as necessary as a 
salesman on the floor. 

Here’s just another piece of evi- 
dence to add to the cause of adver- 
tising which appeared in an article in 
Advertising Agency: “Sales records 
prove that it is much more economical 
and efficient to conduct consistent and 
frequent advertising.” We've _itali- 
cized the words because too many 
merchants run a spot advertisement. 
about once in a blue moon, and then 
when they don’t get terrific response. 
they lose faith. Remember the magic 
words of advertising are consistent 
and frequent. And remember that it’s 
more economical to advertise that way. 


* + # 


A CHALLENGE .. . “This buyer's 
market is the greatest challenge Amer- 
ican business has ever faced.” Presi- 
dent K. C. Gifford of Schick Razor 
Co., recently said. “There is no rea- 
son for long faces. This country is 
the richest country in the world. Its 
people have money to spend. But they 
are spending it intelligently. They 
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Pertinent Paragraphs on Business Progress, 


Shoewise and Otherwise 


must be shown value, the reason why 
of a product, before they will buy.” 


* * * 


NoTE for small businessmen: The 
Office of Small Business, Department 
of Commerce, in Washington, D. C., 
is being revitalized. Chief of the office 
will be Charles F. Hughitt. During 
the war, this office was a large organi- 
zation, but in the last few years it 
had dwindled down to a very few 
people. This action should be an en- 
couragement to small businessmen all 
over the country. It marks the second 
important government organization, 
that has been set up specifically to 
handle the small businessmen’s aches 
and pains. The other was the Senate 
Small Business Committee. 


More AID for the small business- 
man from the government. The 
Superintendent of Documents, Wash- 
ington, D. C., has recently announced 
the publication of a Packet of Pointers 
for the Small Businessman, containing 
eight carefully selected official publi- 
cations on various phases or problems 
of small business, selling for one dol- 
lar. The publications cover: govern- 
ment regulations, regulation of pric- 
ing practices, banks, government li- 
censes, trade-marks, sources of loans. 
financial statements and guides for 
new world traders. Write for Catalog 
No. SB-49. 
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You CAN TELL in advance what 
customers will want and when. ac- 
cording to Egil Krogh, divisional vice- 
president and merchandise manager. 
Marshall Field & Co., in Retailing 
Daily. Every year has its Christmas 
season. Spring and Fall buying peaks. 
and between-season valleys. claims 
Krogh. who says that these are all 
formed by the buying habits of retail 
customers. He makes these sugges- 
tions: “(1) Analyze the buying habits 
of your customers in your local Fed- 





eral Reserve district to see how the 
various commodities are in demand 
throughout the year. (2) Using this 
sales curve as a basic guide, plan 
ahead so that the goods are in stock 
to meet the consumer demand, and 
(3) Make use of ‘want slips —the best 
direct contact to discover what cus- 
tomers are asking for that is not in 


stock.” 
* * *# 


Usa: 2049. In the year 2049, the 
natural resources and_ productive 
capacity of the USA could potentially 
support a population of 300 million 
at a standard of living eight times as 
high as today’s, according to Econo- 
mist H. G. Moulton in a new book en- 
titled Controlling Factors in Economic 
Development (Brookings Institution. 
Washington, D. C., $4). Each Ameri- 
can, he says, would spend eight times 
as much as he does today for food. 
16 times for housing, 20 times for 
clothing, and 33 times for recreation 
and travel. To supply these things. 
America’s factories and mines would 
have to produce between five and ten 
times as much as today, and its farms 
almost three times as much. The re- 
sult of this will be better built, more 
attractive homes and more stylish and 
durable clothes. 

Moulton bases these estimates on 
30 years of his own study and the 
Brookings Institution’s enormous re- 
search library. He states: “There is 
no known limit to the potential wealth 
of the world. and there is no known 
method to assure economic stability.” 
Adding a dark note. he claims de- 
pressions can’t be prevented, though 
they may be eased by both govern- 
ment and business. He believes taxes 
must be held low enough to preserve 
business incentive. 

* * + 


BAIT ...A Washington (D.C.) store 
puts a ball of bubble gum in all chil- 


dren’s shoes. Sales have definitely 
stepped up, it is reported. 























































































. : | STACY.ADAMS \".’ 
NEW Zarefoot COMFORT | CESS |FASHIONS. IN. QUALITY 


STOCK STYLE 267 
ENVOY LAST 
Manhattan Brown 
Stacy-Flex Plain Toe 
Seamless Oxford 


$22.50 retail 
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STOCK STYLE 266 
ENVOY LAST 
Medium Tan Imported 
Albion Grain Stacy-Flex 
Bal Oxford 
$20.95 retail 
STOCK STYLE 225 
SAVOY LAST 
Indian-Tone Calf 
Stacy-Flex Medallion 
Blucher 


$21.50 retail 
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STOCK STYLE 226 
SAVOY LAST 
Rich Mellow Tan 
Stacy-Flex 
i; é Medallion Oxford 
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STOCK STYLE 265 
ENVOY LAST 
Indian-Tone Calf 

Stacy-Flex Wing Tip Brogue 
$21.95 retail 


PLUS TWO OF THE LATEST STACY-ADAMS 
CREATIONS IN TODAY’S POPULAR MOCASSIN 
VAMP STYLING — IN-STOCK 


STOCK STYLE 215 
NOMAD LAST 

Rich Mellow Tan 
Hand-Sewed Moc Front 


For NEW Pairage ... NEW Profits ... NEW Repeat Sales $21.95 retail 


Feature the 35 fast-selling Quality Styles in today’s Fast-Expanding 
Stacy-Adams IN-STOCK Department... backed by immediate ship- 


ment of all of your required sizes and widths — including a wide selec- 


tion of AAA widths and sizes up to 13. 





21 OF STACYS: 35 
IN-STOCK STYLES 
RETAIL AT LESS 
THAN $20.00 


STOCK STYLE 216 
NOMAD LAST 


Cordovan Shade Calf 
Hand-Sewed Vagabond Pattern 
$20.95 retail 


STACY-ADAMS COMPANY, Brockton 62, Massachusetts 
Send for Complete Catalog of 35 In-Stock Styles 















by EDWARD SPASEK 


BUYING PATTERNS rarely change, 
Harvey E. Renner, business news col- 
umnist, New York Herald Tribune, 
says. The average department store 
will do 25 per cent of the year’s busi- 
ness during the Christmas season (No- 
vember and December). It will do 
another 16 per cent at Eastertime 
(March and April). More than likely 
this buying pattern would apply close- 
ly to the independent retail merchant. 
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How TO GET BUSINESS ... It 
hardly seems necessary to point out 
that advertising means sales, that one 
should increase advertising not when 
business is good, but when business 
is bad. Yet there are those who still 
act like the man who first saw a 
giraffe, and said, “There ain’t no such 
animal.” Well, there’s certainly an 
animal like advertising, and the wise 
merchant uses it consistently, for he 
realizes it’s just as necessary as a 
salesman on the floor. 

Here’s just another piece of evi- 
dence to add to the cause of adver- 
tising which appeared in an article in 
Advertising Agency: “Sales records 
prove that it is much more economical 
and efficient to conduct consistent and 
frequent advertising.” We've itali- 
cized the words because too many 
merchants run a spot advertisement, 
about once in a blue moon, and then 
when they don’t get terrific response, 
they lose faith. Remember the magic 
words of advertising are consistent 
and frequent. And remember that it’s 
more economical to advertise that way. 


A CHALLENGE .. . “This buyer’s 
market is the greatest challenge Amer- 
ican business has ever faced,” Presi- 
dent K. C. Gifford of Schick Razor 
Co., recently said. “There is no rea- 
son for long faces. This country is 
the richest country in the world. Its 
people have money to spend. But they 
are spending it intelligently. They 
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Pertinent Paragraphs on Business Progress, 


must be shown value, the reason why 
of a product, before they will buy.” 
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NoTE for small businessmen: The 
Office of Small Business, Department 
of Commerce, in Washington, D. C., 
is being revitalized. Chief of the office 
will be Charles F. Hughitt. During 
the war, this office was a large organi- 
zation, but in the last few years it 
had dwindled down to a very few 
people. This action should be an en- 
couragement to small businessmen all 
over the country. It marks the second 
important government organization, 
that has been set up specifically to 
handle the small businessmen’s aches 
and pains. The other was the Senate 
Small Business Committee. 
2 te * 


More AID for the small business- 
man from the government. The 
Superintendent of Documents, Wash- 
ington, D. C., has recently announced 
the publication of a Packet of Pointers 
for the Small Businessman, containing 
eight carefully selected official publi- 
cations on various phases or problems 
of small business, selling for one dol- 
lar. The publications cover: govern- 
ment regulations, regulation of pric- 
ing practices, banks, government li- 
censes, trade-marks, sources of loans. 
financial statements and guides for 
new world traders. Write for Catalog 
No. SB-49. 


* * % 


You CAN TELL in advance what 
customers will want and when, ac- 
cording to Egil Krogh, divisional vice- 
president and merchandise manager. 
Marshall Field & (Co., in Retailing 
Daily. Every year has its Christmas 
season, Spring and Fall buying peaks. 
and between-season valleys, claims 
Krogh, who says that these are all 
formed by the buying habits of retail 
customers. He makes these sugges- 
tions: “(1) Analyze the buying habits 
of your customers in your local Fed- 


Shoewise and Otherwise 


eral Reserve district to see how the 
various commodities are in demand 
throughout the year. (2) Using this 
sales curve as a basic guide, plan 
ahead so that the goods are in stock 
to meet the consumer demand, and 
(3) Make use of ‘want slips’—the best 
direct contact to discover what cus- 
tomers are asking for that is not in 


stock.” 
* * #@ 


USA: 2049. In the year 2049, the 
natural resources and productive 
capacity of the USA could potentially 
support a population of 300 million 
at a standard of living eight times as 
high as today’s, according to Econo- 
mist H. G. Moulton in a new book en- 
titled Controlling Factors in Economic 
Development (Brookings Institution, 
Washington, D. C., $4). Each Ameri- 
can, he says, would spend eight times 
as much as he does today for food. 
16 times for housing, 20 times for 
clothing, and 33 times for recreation 
and travel. To supply these things, 
America’s factories and mines would 
have to produce between five and ten 
times as much as today, and its farms 
almost three times as much. The re- 
sult of this will be better built, more 
attractive homes and more stylish and 
durable clothes. 

Moulton bases these estimates on 
30 years of his own study and the 
Brookings Institution’s enormous re- 
search library. He states: “There is 
no known limit to the potential wealth 
of the world, and there is no known 
method to assure economic stability.” 
Adding a dark note, he claims de- 
pressions can’t be prevented, though 
they may be eased by both govern- 
ment and business. He believes taxes 
must be held low enough to preserve 


business incentive. 
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BAIT ...A Washington (D.C.) store 
puts a ball of bubble gum in all chil- 
dren’s shoes. Sales have definitely 
stepped up, it is reported. 
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IMPERIAL Slipper Felt has 
been known and used for many 
years and has become a standard 
of quality. See these unbeatable 
features: 


@ Pre-shrunk 


@ A blend of fibres, in- 
cluding the finest wools 
available, to give long 
wearing quality and com- 
fort 


@ Designed to mold easily 
over the last, yet hold its 
shape in service 


@ Clear, fast dyes 





The best slipper companies 
in the country are using Im- 
perial Slipper Felt. Specify it! | 


Americanfelt 





GENERAL 10 GLENVILLE 
_ OFFICES: ROAD 
GLENVILLE, CONN. 


ENGINEERING AND RESEARCH LABORA- 
TORIES, Glenville, Conn.—PLANTS: Glen- 
ville, Conn.; Franklin, Mass.; Newburgh, 
N. Y.; Detroit, Mich.; Westerly, R. I.— 
SALES OFFICES: New York, Boston, Chi- 
cago, Detroit, Cleveland, Rochester, 
Philadelphia, St. Louis, Atlanta, Dallas, 
San Francisco, Los Angeles, Portland, 
Seattle, Montreal 





































Color: Key to 
Rubber Promotions 


[CONTINUED FROM PAGE 70] 


the fabric uppers. 

Several types of fabrics have been 
used in uppers; such weaves as close 
twill, loose, open hopsacking and very 
open mesh. In sandals there are, of 
course, many kinds of fabrics and many 
multicolor weaves. Some of these we 
show here, but the great majority of 
styles illustrated are divided into two 
groups, shoes for active sport and for 
what manufacturers are calling “util- 
ity” or “general purpose.” 
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In the active sport shoes attention 
has been centered, as in other years, on 
functional features. Constructions for 
supporting the arch and cushioning the 
foot have been improved upon and added 
to. A combination of cork with rubber 
has been used for the insole with a 
crepe wrapping to give the effect of a 
smart thick crepe sole, but considerably 
lighter than such a sole. Washability 
is another practical feature of these 
shoes. 

What seems to be a new trend is the 
addition of the general purpose rubber- 
soled oxford, strap or stepin, to a num- 
ber of lines. They have been introduced 
with a view to giving women a comfort- 








able, practical shoe on a cushioned rub- 
ber sole in styles and colors that they 
can wear on the street with casual 
woolen or cotton clothes. Judged by the 
examples seen in several lines and il- 
lustrated here, in part, these shoes will 
be a very welcome addition to Mrs. 
Average Consumer’s 1950 shoe ward- 
robe. 


It’s the Detail 
That Counts 
[CONTINUED FROM PAGE 73] 


hold handbags and shoes, and adds, 
“Take time to plan for window arrange- 
ment. Poor arrangement can be just as 
bad as poor color.” 

Today’s lighting systems in sto: 
windows, in Mr. Solomon’s opinion, are 
as outmoded as the horse and buggy. 
“Lights,” he says, “should do a definite 
illuminating job, but should not be 
seen. As a matter of fact, the windows 
should be framed and all the lights and 
fixtures concealed from view. Expen 
sive fixtures are not necessary becaus: 
spot bulbs can do the work.” He be 
lieves that in framing the window, the 
ceiling should be painted black, and 
ordinary pipes with electrical wiring 
running through them connected to 
plenty of adjustable sockets to do a 
direct lighting job concentrated where 
it can do the most good. 

As a parting shot, Mr. Solomon says, 
“Remember! People buy by the eye. 
As the old saying goes: ‘What the eye 
admires, the heart desires.’ ” 


Shoes Featured in Store 
Style Show 


MINNEAPOLIS, MINN.—In a smartly 
staged fashion accessories show at 
the Maurice L. Rothschild-Young-Quin- 
lan Co., Minneapolis, shoes were strong- 
ly featured. Approximately 500 women 
attended the show-luncheon which 
was held in the store’s tea room. 

Models posed in an antique frame 
on the podium and advanced on a low 
runway through the room. At one 
point the runway was elevated. When 
models reached this section, commenta- 
tor Ethel Reesburg, accessories raer- 
chandiser of the store, talked on the 
correct styling of shoes. 

Prominently accented were polished 
calf and walking shoes with closed toe 
and heel, recommended as correct with 
suits. Alligators were shown in sev- 
eral styles and colors, black and brown 
prominent. Very fancy pumps with 
much detail accompanied evening 
dresses. 

Small displays were spotted about 
the store from the main entrance to 
the rear, consisting of an accessories 
ensemble. In these, shoes were placed 
by a head-mannekin with hat, scarf, 
gloves, bag and jewelry. 
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Integrated Planning 
Will Spur Spring Shoe Sales 


by MARK A. EDISON, 


President, National Association of Shoe Chain Stores, 
Co-chairman, Popular Price Shoe Show of America. 


An analysis of pertinent factors affecting the shoe in- 
dustry during the past year leads me to the belief that 
prospects are encouraging for a continuing high rate 
of sales of popular priced shoes next Spring and 
Summer. It is recognized, however, that achievement 
of profitable operations will require more strenuous 
efforts for all of us in 1950. 

Retailers know too well that their broad-gauge plans 
must be made against a background of rising selling 
costs, record high transportation charges and firm 
rentals, to mention but three of the principal cost-of- 
operating factors which show no sign of softening. It 
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is, therefore, apparent that increased efforts should be 
directed to our merchandise operations, and industry 
planning must be approached in the soundest possible 
way, if the above mentioned obstacles to profits are to 
be overcome. 

With shoe stocks today in a more favorable position 
than a year ago, it is encouraging to note that in 
formulating plans for next year shoe retailers will not 
be required to modify their buying schedules because 
of their need for reducing inventory. The importance 
of this factor should not be overlooked. 

[TURN TO PAGE 108, PLEASE] 
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GF . ONLY cord construction plus neoprene, gives long, slip- 
resistant wear in gasoline, oil, grease, caustics or acids 











I\| with confidence when yoc 








Soled Shoes 
to Customers 


This famous Brand Name sole has a world of sales 
features... 
of men who work day in and day out, with grease, 
gasoline, acids, caustics, oil or in “hot spots’’ find 
NEO-CORD soles still giving complete, slip- 
resistant satisfaction long after ordinary soles have 
vanished. These men appreciate this unusual wear. 





and every one is good. The thousands 


They brag about getting their money’s worth. 
They re-buy from you because you sold them 
NEO-CORD soled shoes. Yes, they’re business 
builders . . . profit makers. If you are not presently 
selling NEO-CORD soled shoes, stock them 
immediately. Most any good shoe manufacturer 


can supply you. 





FREE ! sales Helps For You 


Use the smart looking, two-color folders as hand-out pieces 
or stuffers to be sent out with your invoices. Display shoes 
to an advantage with an attractive attention-getting easel. 
Occupies small space. Made for NEO-CORD, GRO-CORK 
or GRO-CORD. The latter is available in sizes to accommo- 
date men’s or boys’ shoes. Send for yours today. 
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Other BRAND NAME SOLES 
Of the Gro-Cord Family 





> 


CGRP vo 
famous, original 


CORD-ON-END Cord-on-End con- 
struction. Will outwear at least two 
leather soles, is slip-resistant, waterproof, 
ond won't mark. Available in two styles, 
either brown or black and in sizes from 
children to adults. 
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CORK 
blending of neo- 


scdaiiad cum Resists oif, grease, acids, 
gasoline, caustics. Is slip-resistqnt, water- 
proof, shock absorbing and long wearing. 
This sole is the answer to a long felt need. 
Available in brown and black. 


aD 


Co 
Gcorx a resilient 
SOLES ged cork. A sole 


that cushions the foot; insulates against 
heat and cold; won't crack; won't pick 
up metal chips; won't mark; and gives 
exceptional slip-resistant weor. Sizes 
from children to adults. 





GEA) Be ber tnowe 
CORD competitively 

SOLES priced cord sole 
in the world. Built to toke hard weor. 
Available in a number of styles and a 
complete range of sizes and irons. Colors 
black and brown. 








GRO-CORD RUBBER CO. 


LIMA 


Canodion Plant: 






OHIO 







GRO-CORD RUBBER CO. of CANADA, LTD. 


Tillsonburg, Ontario 
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Edward Atkins 


Maxwell Field 


Emphasis on Timing 





Stuart H. Armstrong 


Event to Be Held in New York November 27 to December 1 
To Be Directed Toward “Buying by the Big 92%” —Fashion 
Showing to Be Important Feature. 


TIMING is the keynote of the third 
semi-annual Popular Price Shoe Show 
of America, which will be held in New 
York, November 27-December 1, in the 
Hotels New Yorker and McAlpin. The 
theme of this show, sponsored jointly 
by the National Association of Shoe 
Chain Stores and the New England 
Shoe and Leather Association, is “The 
Big Buying Show—Timed for Buying 
by the Big 92%.” The “Big 92%” 
refers to the Department of Commerce 
estimate of the percentage of retail shoe 
business which would be done under 
$10 in 1949. 


“Every indication,” say 


Edward 









Atkins and Maxwell Field, executive 
officers of the two associations and co- 
managers of the show, “points to the 
fact that the promotional theme for 
this show will be more than vindicated 
by the size and scope of this market 
week. The timing of the show has also 
been carefully planned to assure that 
it will be an outstanding buying show.” 

Publicity for the show has been in- 
tensive. Trade advertising, publicity 
releases, posters and mail stickers have 
already created so much interest that 
the show is expected to be a sell-out. 
Demand for space has exceeded that 
of any previous show, and retail at- 





Lawrence Merle J. O. Moore 
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Normand P. Liberty 


tendance is expected to top that of 
last May when more than 5000 buyers 
and merchants were in attendance. 

Approximately 900 display rooms 
will be used by almost 600 exhibitors. 
More than 14 solid floors of shoe dis- 
plays and related lines will be on view 
at the two hotels. In addition, a large 
number of booths will be located on 
the mezzanine floor of the Hotel New 
Yorker adjacent to the main registra- 
tion desks, containing the various lines 
of allied products. 

As in the past, exhibits will be 
grouped according to general cate- 
gories. and buyers will find conveni- 
ence in concentrations of New Eng- 
land lines, general lines, men’s stitch- 
downs, casual and slipper exhibits on 
various floors of the two hotels. Ex- 
hibits at the Hotel McAlpin will again 
represent popular price branded foot- 
wear, predominantly in women’s nov- 
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elty and casual types. 

Several wholesale shoe houses will 
be concentrated in large parlor exhibits 
on the fourth and thirteenth floors of 
the New Yorker, making these floors 
“Avenues of Wholesalers.” 

Manufacturers have given assurance 
of their ability to deliver shoes ordered 
at the show in time for peak Spring 
selling periods, according to the co- 
managers. 

The two chairmen of the joint in- 
dustry committee, composad of 20 re- 
tailers and manufacturers, sponsoring 
the show, are Mark A. Edison and 
Frank S. Shapiro. Mr. Shapiro is 
president of the New England Shoe 
and Leather Association, and is trea- 
surer of Consolidted National Shoe 
Corp. and American Girl Shoe Co.. 
Boston. Mr. Edison heads the Na- 
Association of Shoe Chain 
[TURN TO PAGE 108, PLEASE] 


tional 





David L. Slann 








George L. Smith 





FRANK S. SHAPIRO 








Henry C. Stillman 






















November 15, 1949 


87 








STEADY BUSINESS 
BUILDER NO 





STYLE 7619 
$4.25 

















“MODERN AGE- 


for every 99° 


THE complete line at popular prices for 
year-round business. It's a great shoe line 
for repeat sales. And a steady money maker 
for you. Quick shipments from our IN-STOCK 
department. 


WELT AND CEMENT CONSTRUCTION FROM INFANTS 
THROUGH GROWING GIRLS 


3 to 6 — $2.75 
5 to 8 — $3.05 123g to 3 — $3.65 
8% to 12 — $3.35 33g to 10—$4.25—$4.60 
TERMS 5X — 30 days F. Q. B. READING 
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Salesman in Color 


THERE’S a salesman in color at the disposal of the retailer 
who knows how to take full advantage of his unique ser- 
vices. Color can brighten up your store’s interior, thereby 
making it more easily visible from the street. It will make 
your store a more agreeable place in which to shop and 
increase traffic throughout the entire store. It can add 
measurably to the effectiveness of your store’s illumination 
and used properly, will set off your merchandise to better 
advantage. Finally, it has some bearing on the frame of 
mind of your employees, making them better and more 
efficient workers. 

Used improperly, color can produce just the opposite of 
the desired effect. In selecting the color scheme for your 
store, therefore, certain basic considerations should be kept 
in mind. These considerations will be readily understood 
and will provide a sound basic for judgment in making 
up your color layout. 

The first point to bear in mind in the interior decoration 
of the store, is the direction of exposure of the building. 
An important source of illumination is the daylight which 
comes in through the front of the store. The quality of 
this daylight illumination varies according to the direction 
of the light source—in other words, the front of the 
building. 

With a Northern exposure, for example, the so-called 
“cold” tones will predominate during the greater part of 
the day. The daylight source of illumination will therefore 
enhance the brilliance of blues and greens at the expense 
of warmer yellows and reds. A color scheme in which 
these cold tones predominate will give the store a dark 
and cheerless appearance in a building with North ex- 
posure. In this case, best results will follow the use of 
yellow, orange, or red in any of the many possible shades 
or combinations. Coid tones can certainly be used for 
contrast and to “spice up” the color scheme, but they 
should be definitely a minority faction. It is a good idea 
in this case to use an intermediate tone as well, to provide 
transition between two sharply contrasting colors. Tones 
of intermediate warmth include such colors as chartreuse. 
apple green. various rose colors, and some orchids. Tran- 
sition colors should be applied in small amounts. 

The same principles in reverse, can be applied to decora- 
tion of a store with Southern exposure. Since warm tones 
predominate in the daylight illumination, a decorative 
scheme in which cold tones are dominant can be used 
effectively. The store will still present a bright and inviting 
interior. A warm tone should be introduced here too, with 
an intermediate color. again, to soften the contrast. 

The problem differs again for buildings with an East or 
West exposure. A solution here is to paint the North wall 
in a cold color and the South wall in a warm tone. A 
predominately warm tone color scheme is recommended 
for either an East or a West exposure. 

A distinction should be noted between “warm” and 
“cold” tones, and complementary colors. Many warm and 
cold tones are complementary colors, while two cold or 
two warm tones may clash. Complementary colors should. 
of course, be used in any color scheme and these may be 
determined by consulting any of a number of reliable 
color guides. 

An important consideration in making up your color 
layout is the type of artificial illumination which is used. 
If the ceiling is to provide part of the illumination by 
reflecting light from the fixtures over the store area, it 
should be painted white or a light warm tone. Walls can 
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also be utilized as reflecting surfaces to increase the candle- 
power of your lighting. With flush ceiling fixtures on the 
other hand, the ceiling can be painted a dark shade with 
no loss of effective iHlumination. 


Where fluorescent fixtures are used, the reflecting sur- 
faces should be painted a soft tone of yellow with some 
orange. Fluorescent lighting is deficient in yellow and red 
and consequently “steals” these colors from the objects it 
illuminates. Painting these colors into the ceiling or walls 
restores much of them to the illumination and gives objects 
a more natural appearance. This is particularly important 
with merchandise which should be displayed as it will 
appear under daylight lighting. 

In almost all cases a flat paint is preferable on the 
ceiling and upper wall surfaces where reflection of light 
and an attractive appearance are the main considerations. 
A glossy enamel surface actually reflects less light (though 
there may be more “glare”) than does a flat white or 
color. Enamels are most suitable below, on surfaces which 
must withstand wear and tear: 

Another point to watch in getting proper illumination, 
is cleanliness of your lighting fixtures. 


STEADY BUSINESS 


Dust collects | 


quickly, and should be removed frequently from both lights | 


and reflectors. The effective candlepower of a store may 
sometimes be doubled simply with a fresh coat of paint 
and cleaning of the light fixtures. 

The apparent dimensions of a store may also be altered 
for the better, by proper use of color combinations. A 
store which is excessively shallow, for instance, may be 
“deepened” by painting the side walls in light, warm tones 
and the back wall a dark, cool tone. Such a combination 
would be lemon yellow or light apple green on the sides 
and deep forest green or maroon, on the back wall. Since 
distance tends to darken a surface, by darkening with 
paint you give the illusion of distance. 

It is equally desirable sometimes to “shorten” a long 
and narrow store. This can be done by painting the back 


wall a bright, warm, and light color which kills all shadows | 
and seems to bring the back wall closer to the front of the | 
store. The effect achieved encourages a flow of foot traffic | 


to the rear, thereby stimulating impulse sales. 

An excessively high ceiling can be “lowered” by use of 
the proper decorating device. This consists simply of 
painting the ceiling a dark color, and extending the ceiling 


color the desired distance down on the wall. Thus, a 16- | 


foot ceiling can be lowered to 12 feet by painting a deep 
blue on both the ceiling and the upper four feet of the 
walls. 


Sometimes the color of the merchandise must be con- 


sidered. The best rule in a case of this sort is to select | 


a color which will contrast with the merchandise or its 
packaging. The purpose, of course, is to “set off” the 
merchandise so it will sell itself to the customer. This 
consideration should be taken into account when mer- 
chandise in a store or department is of a fairly uniform 
color. 
contrast. 


New Store Planned 


Dayton, 0.—Robert L. Butterworth has been named man- 
ager of a new shoe store which will be opened in Cincinnati 
on February 1 by the Baynham Shoe Co., Lexington, Ky. 
His father, A. L. Butterworth, is vice-president of the Bayn- 
ham firm and operates a store in Dayton for the company. 
Young Butterworth has been with the Dayton store for the 
last two years. 
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It’s not an official 
shoe unless it is 
marked “Girl Scout.” 


0. G. S. STYLE 145 
BROWNIE STYLE 128 


QEFIGIAL 
GIRL SCOUT SHOES 


BROWNIE SCOUT SHOES 








DUAL CUSHION 
FOR MORE COMFORT 








HERE'S a shoe with the trade-mark that 
means a lot to a million Girl Scouts and Brownie 
Scouts (younger market) and it means year- 
round profit for you too. 
Made for official wear by Girl Scouts and 
everyday wear by your other customers. 
In-Stock styles for QUICK SERVICE. 


OFFICIAL GIRL SCOUT SHOES . 


BROWNIE SCOUT SHOES . 


TERMS 5% — 
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30 days 2 
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334 to 10 — $4.60 
1243 to 3 — $3.75 
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SPRING LINES ON DISPLAY 


When the Shoe Industry Gathers in New York from November 27th 
Through December 1, Manufacturers of All Types of Shoes Will 
Have Their Lines on Display at the Hotels New Yorker and McAlpin. 
Here’s Where You'll Find Them. 


Company 


Accurate Shoe Corporation 
Ace Footwear, Inc. 


Acme Boot Manufacturing Co. 
Air-O-Magic Men's Shoe Div. 


Godman Co. ... 
Air-Tred Shoes, Inc. 
Alberts Shoe Co... 
Allen Shoe Co., Inc. 
Allen-Squire Co. 
Alrose Shoe Co. 
American Equipment Co.... 
American Maid Footwear, Inc. 
American Rubber Co.. 
American Shoe Co., Inc. 
American Shoemaking 
Annabelle Corporation 
Anwelt Shoe Mfg. Co. 


List includes firms which made reservations up to and including November 7th 


Rooms 


1164 

. $103 
1574 

H. C. 

1554-1555 
824 

1552 

738 
1580-1581 
. 847 
1467 
1060-61-62 
1627-1628 
1563 

918 

1222 

544 


Arad Shoe Manufacturing Corporation 1118 


Art-Maid Footwear Corporation 1538 
Ascutney Shoe Corporation 5i1 
Astor Shoe Company, Inc. 1074 
Atkinson Shoe Corporation 905 
Atlas Boot Mfg. Company, Inc. 1263-64 
Atlas Footwear Corporation 1518 
Auerbach Shoe Company 2447-48-50 
B & C Shoe Company 2916-17 
B-W Footwear Co., Inc. 1022-23 
J. Baker, Inc... ... 1421-24 
Bali Footwear, Inc. 953 
Bangor Shoe Mfg. Co., Inc 830 
Banner Slipper Co., Inc. 1149 
Baris Shoe Co., Inc. 1465-72 
Barr & Bloomfield Shoe Mfg. Co. 961-2 
Barr Shoe Company, Inc. 2311-2312 
Barre Slipper Co. 639 
Barry Mfg. Co... .. 717 
Bata Shoe Company, Inc. 1260-61-62 
Bay State Fabrics, Inc. 1041 
Beacon Hill Shoe Corporation 950 
Beacon Shoe Mfg. Corporation 1540 
L. E. Beaudin Shoe Co., Inc. 968-969 
Becker Bros. Shoe Co. 984 
M. Beckerman & Sons, Inc. 1542-43 
Bedford Shoe Co. 650 
A. J. Beford Shoe, Inc. 1021-24 
Belco Shoe Co.. 2247-2248-2250 
Belfast Shoe Co... . 1629-1630-1631 
Belgrade Shoe Company 1629-30-31 
Belle Craft Slipper Co. 1071 
Benson Shoe Co. 1124 
Berco Shoe, Rae oie, 816 
Bernie Shoe Company. _ 973-74 
Best Shoe Corporation 1440 


90 


HOTEL NEW YORKER 


Company Rooms 
Bickford Shoes, Inc. 734 
Billig Shoe Co., Inc. 1637 
Biltrite Footwear Co., Inc. 1067 
Bing-Cooper, Inc. 1544 
Blue Bonnett Shoes 707 
Bonnie Dee Footwear Co., Inc. 1171 
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Boo-Toe Slipper, Div. Blankiette Corp... 1653 
Boston Novelty Shoe Corporation 1405 


Bourque Shoe Co. 818-819 
Boyertown Shoe Corporation 951-952 
Bradley Shoe Co. .. 728 
Braga Shoe Co. 848 
Bridgewater Workers Co-op. Association 503 
Brilliant Brothers Co. 1443 
Bristol Manufacturing Corporation 1114 
British West Indies Corporation 1167-1170 
Brockton-Maid Shoe Co. 809 
Broitman-Gaffin Shoes, Inc. 1453 
Brooks Shoe Co.. ; 1403 
Wm. Brooks Shoe Co. 1575 
Brown Company “Onco Insoles” 1150 
David Brown Shoe Co., Inc. 1447-48 
Brown Shoe Co., Inc., H. H. 1514 
Bernie Browne Shoe Co. 610 
Bunny Shoe Co..... 986 
A. S. Burg Co... 1045-46 
Burlington County Shoe C>rp>ration 1249 
Cali-Footwear Co., Inc. 1144 
The Cambridge Rubber caer 611-612 
Campus Shoe Mfg. Co. 967 
Canadian Footwear Corp. 1063 
Caneles Shoe Mfg. Corporation 1016 
Capitol Shoe Mfg. Corp. 1540 
Casten Shoe Co., Inc. 851 
Cat's Paw Rubber Company, Inc... 1217-18 
Central Shoe a sg 1470 
Central Slipper Co., Inc.. 1214 
Cerf, Al A. ; . 1640 
Chairmasters, inc. Memenine, Booth 8 
Charlsam Footwear Corporation 3315 
Charm Footwear Co., The... .. 1271 
Chelmsford Shoe Company, Inc... 2060-61-67 
"Chic" Footwear Mfg. Corporation 1128 
M. B. Claff & Sons, Inc. ; 947 
Clark Shoe Co.... 811-12-14-15 
Clickies, Inc. ..... 144] 
Clover Leaf Novelty Co. 1228 
Co-Ed Shoe Mfg. Co., Inc. 1251 
1. Cohen & Sons 1438 


The Comfort Sandal Mfg. Co., Inc... 1153 
Comfort Slipper Corporation. .1160-1161-1162 
Compo Shoe Machinery Corporation. 1245-46 
Consolidated Rubber & Plastics Co., Inc. 1126 


Company Rooms 
Converse Rubber Company . 1566 
Cooney-Weiss Fabric Corporation 1018 
Copley Shoe Company, Inc... . . 849 
Joseph F. Corcoran Shoe Co., Inc. 531 
Coronet Shoe Corp...... 1267-1270 
Cosmos Shoe Co., Inc 605-606 


Creative Footwear ...... 7th Fl. Lounge 


Crest Shoe Company . 725 
Crossett Shoe Co...... ay . 526 
Curtis Shoe Co., Inc... 1547 
Curtis Shoe Company of Texas..... 1614 
Charles Cushman Co. ce 726 
Dale Footwear, Inc.. 1541 
Daly Bros. Shoe Co., Inc. 1560-61-62 
Dartmouth Shoe Co. 2529-31-32 


David Shoe Co..... 1027 





H. E. Davis Shoe Co.. 510-743 
Delta Shoe Mfg. Corporation 1185-86 
Derman Shoe Co. 832-34 
Desco Shoe Corporation Ba 626 
Diane Footwear, inc. : a . 1520 
Dine Shoe Corporation 1142 
M. Dobrein & Sons....... ; 1428 
Dolly Novelty Shoe Co., Inc........... 1504 
Doman Sees Ge... .22...5..... 548-49-50 
Dover Shoe Mfg. Co. .... 2651-52-53 
L. Drexsage & Company, Inc... 1627-28 
Durable Shoe Co. es iter 5 . 1516 
Eagle Shoe Mfg. Co., Inc. 520-521 
Eagle Shoe & Slipper Mfg. Corp. 1525 
Eastern Footwear Corporation .3310-11-12-14 
Economy Shoe Co., Inc. 904 
Edmar Footwear Co., Inc... 1073 
Elaine Footwear, Inc. = 1140 
F. S. Elam Shoe Co., Inc... . 1239 
Elfskin Corporation 1064 
Embo Casual Footwear Corporation 616 
Empire Specialty Footwear Co. 
504-505-506-507 
Empire Specialty Footwear Co., Rubber 
Division ..... «22-508 
Endicott-Johnson Corporation 542-543 


Esquire Boot Polish. . 8th Floor Lounge and 946 


Esquire Slipper Mfg. Co., Inc... 525 
Everlite Footwear Corporation 970 
Evy Footwear Co., Inc... ._. 1636 
Exclusive Footwear Corporation 1143 
E-Z Footwear Corporation 607 
Fairmount Shoe Co., Inc. 906 
Faith Shoe Co., Inc........... 1136-37 
Fashion-Bilt Shoe Co. 1641 
Fashion-Sports Shoe Co., Inc 1205-06 
The Federal Leather Co. 1860-61-62 
Federal Shoe, Inc... .. . 712-14 
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AT THE VOLUME SHOE SHOW 


Company Rooms 
Federal Shoe, Inc., Richmond Division... 715 
Fein & Gloss, lnc..........5.5.. . .620-621 
Faletsmees Ge.,............- .. 
Five Star Shoe Co., . 1506 
Fleisher Shoe Co.................... 741 
The Flex Step Shoe Corporation. . 1429-30-31 
Flexmor Shoe Co........ 2429-31-32 
Fobern Shoes, Inc... 2k ee 
The John Foote Shoe Co. 518-519 
“Footwear News”........ Sixth Floor Lounge 
Formfitting Slipper Sees .. 1148 
Framingham Shoe Co . 1551 


Frankel Plastic Corporation 
Mezzanine, Booth 4 


Franzen Shoe & Slipper Co. .... 1004 
Frederick-Speier Footwear 622-623 
A. Freedman & Sons, Inc. - SR 
Freeport Shoe Co......... 740 
B. Friedman Shoe Co., Inc. 1463 
John A. Frye Shoe Co., Inc. 1553 
Fuchs Shoe Corporation . 1063 
Galray Shoe Co......... ee 
Gard Footwear Corp........ 1015 
Garden State Shoe Co. 1068-69- 70 
Gardiner Shoe Co., Inc.. 501-502- 552-553 
Garfield & Rosen, Inc... . . 1422-1423 
Georgia Shoe Mfg. Co. . 1548-49 
Gerber Shoe Co........ 1836-37 
Gerda Footwear Co., Inc. . 1464 
E. J. Givren Shoe Co., Inc. 547 
The H. C. Godman Co. 632-33 
Gold Crown Fabrics, Inc.. . 1018 
Gold Seal Rubber Co..... 527-28 
Goldberg Bros., Inc... .. 954-55 
S. Goldberg & Co., Inc. 1122-1123 
Julius Goldstein & Sons Co. 545 
Good Will Footwear, Inc... _.. 1265 
Goodyear Tire & Rubber Co. 1673-74 
Gotham Shoe Mfg. Co. 1242 
Great Northern Shoe Co. 522-23 
Greene Crescent Slipper Co.. 1055 
Hagerstown Shoe Co. 1654-1655 
Haddad Shoe Corporation 1505 
Hallowell Shoe Co......... 839-840-41 
Halroy Shoe Co., Inc.. 1625 
Hancock Shoe Corp... 1587 
Harlyn Footwear Inc... . 1667-1670 


Harmony Shoe Corp... 1085 
Hawthorne Footwear, Inc......... . 1252 
Lewis Heicklen Sales Co., Inc 648 
J. Heilbrunn & Sons 1452 
Henriett Shoe Co............ 2511-12 
William Henry Shoe Co........... . 1578 
Hercules Shoe Mfg. ene 1028 
Hermal Shoe Co....... 1633 
Joseph M. Herman ‘Shoe Co.. 55! 
Hickory Shoe Co.. : 1025-26 
Hi-Grade Footwear Corporation 1048-49 
Hill Bros. Co.. 541 
Hirsch Shoe Co... 1444 
Hobby Footwear, Inc............ 1139-1141 
Holly Shoe Company 1243 


Hollwood Shoe Polish, Inc. 
Mezzanine, Booth 6 and 1274 


Honeybugs, Inc. . 1936-37 
Vincent Horwitz Co., Ine. 652-53 
Hubbard Shoe Co., | 801 -802-852-853 
Nees Mastic Co ae 646-47 
Ideal Shoe Company. . Bd a eh ae 1454-55 
International Fabric Corporation...... 1044 
International Shoe Machine ——— 938 
R. B. Ireland Shoe Co............. 831 
irval Footwear Corp................ . 1174 
1. Isenberq Shoe Co...... . 1486 
Jackson Shoe Mfg. Co....... 1250 
Jocels.& Somt tac. He... 2 os 5... 1250 
A. Jacobs & Sons Co., Inc 948 
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Company Rooms 
Fred Jacobs Shoe & ving Mfg. Corp.. 1639 
Nathan Jacobson Shoe Co... . 1427 
Jalmo Shoe Corporation........ 1029-30-31 
Jarmak Company, The. .. .Mezzanine, Booth | 
Jay & Jay Shoe Manufacturers, Inc. 1116 
Jaycee Footwear Corporation. . 640-41-42-43 
Jayrich Footwear Co.. 1626 
dbs; th6s 8355S 28. 940 
Jenrose Shoe Company, Inc. 2411-12 
Joanette Footwear Co., Inc. 1087 
Joceau Footwear Corporation 1019 
Jonson-Baillie Shoe Co... . 650 
"“Joyclogs" Co. .........Mezzanine, Booth 3 
Juliet Footwear Co....... 1204 
K. K. Publications, Inc. 1003 
Kaut-Lauman-Winter, Inc. 1273 
Kellgor Footwear Corp.. 1215 
Kenmore Shoe Co., Inc., Beverly, Mass.. 1644 
Kenmore Shoe Co., Inc., Brooklyn, N. Y.. 1117 
Kepner Scott Shee Ce.-.2:. 1527 
Kesslen Bros., Inc., of Haverhill, Mass. 739 
Kesslen Shoe Co.. 828-29 
Klev-Bro Shoe Mfg. whe SC 721-22 
Knickerbocker Shoe Mfg. Corporation . 1026 
Knight Slipper Mfg. Corporation. 1223 
Knomark Manufacturing Co., Inc. 

945-8th Fi. Lounge 
Koss Shoe Company, Inc. 524 
Erna Margarete Kramer 1127 
Kramer Shoe Company, Inc. 2161-62 
Krischer, Rogers & Fischer 1429-1430-1431 
L & G Footwear Corp. 1149 
Laconia Shoe Co., Inc. 705-706 
LaCrosse Rubber Mills Co. 1220-1225 
Chris Laganas Shoe Co. 708 
Lake States Footwear Co. 1651 
Lamont Footwear . 1047 
J. Landis Shoe Co.. 649 
Langerman Shoe Co. 1969-61-62 
LaSalle Slipper, Inc. 1247 
Lasting Shoe Co., Inc.. 645 
A. J. Lawson Shoe Company, Inc. 965 
Leather and Shoes. .Mezzanine, Booth 7 
Leatherbury Shoe Co. .. 1050 
LeBon Shoes, inc... 919 
LeDanne Footwear, Inc. 1154-55 
The Lederer Industries, Inc. 1663-64 
Lesande Shoe Company 984 
Lester Pincus Shoe Corp. 1460-61-62 
Levi-Weiss Sales Co. 631 
Al & Sol Levine Co. 1414 
Libby Shoe Co... 944 
Lincoln Shoe Co. 724 
Linden Shoe Co... . 2247-48-50 
Lion Sandals, Inc.. 1571 
James A. Lippman Co..... 1445-46 
Little Folks aye Co. 831 
Littonian Shoe Co. 1534 
Lois Shoe Co....._. 1417 
The Longini Shoe Mfa. Co. 604 


Longwood Div., Saco-Moc Shoe Corp.. 709-10 


Lorraine Footwear Corporation 1539 
Louis Shoe 2329-2331-32 
John E. Lucey Co. 514-15 
Lucille Footwear ag 1524 
Lucy Ann Footwear Mfa. Corporation 608 
Lunder Shoe Corporation 823 
Lynn Moccasin & Shoe Mfg. Co... .929-30-31 
Lynn Novelty Shoe Co................ 967 
M. & F. Shoe Co.... .. <a 
Mac Shoe Company...... ... 1404 
Macungie Footwear Co., Inc. . $38 
Maguire & Co., Inc., T. A........ 1627-28 
vo eng "honed ates ameeyicog tr" 
S. J. Maistrosky, ice es. 1442 
Manor-Made Shoes, Inc....... a GET 
Marilyn Sandal Corporation. . 1254-55 


Company Rooms 
The L. V. Marks & Sons Co. 601-602 
Martin & Tickelis Shoe Co., Inc 808 
Maxwell Shoe Co. 975 
Medway Shoe Mfg. Corporation 517 
Medwed Footwear Co... 922-23 
The Charles Meis Shoe Mfg. Co. 618-19 
Melard Shoe Company, Inc. 903 
Melco Footwear, !nc. ne 1020 
Melody Shoe Corporation. . 1505 
Meth Shoe Corporation 65! 
Metro-Craft Shoe Co. .. §16 
Frank C. Meyer Co., Inc. . 1072 

Miller & Bergmann .. 1105 
Miller-Weiss-Lawrence, Inc. 2366-2367 
Milton Shoe Company, Inc. 1036-37 
Milwaukee Shoe Co. 1565 
Mitchell Shoe Company, Inc. 821-22 
Moccasins, Inc. 1586 
Model Footwear Co. ‘Inc. 1666 
Modern Footwear Co... 1272 


Modern Priscilla Shoes 501-502-552-553 


Monroe Footwear, va 1066 
Moose River Shoe Co., Inc. 744 
Mosinger-Cohn .... . 1449 
Mound City Division of Brown Shoe Co. 603 
Municipal Shoe Co., Inc. 614-15 
Murray Shoe Co... 914 
Muskin Shoe Co. . 634-35 
Mutual Shoe Company 805-806 
D. Myers and Sons, Inc. Parlor E 
Myrna Shoe, Ine... . 732-33 
Narjos Shoe Company, Inc. 942-943 
Nashua Slipper Corporation 1065 
National Association of Shoe Chain 

Stores ...... 1646 
National Shoe & ‘Leather Co. 731 
National Shoe Mfg Co., Inc. 941 
The Nevelk Company. . 842-43 
New England Shoe and Leather Associa- 

WN Se ho 4 ek OY ae 1645 
New England Shoe Mfg. Co. 1420 
New Step Footwear Co., Inc. 1138 
Newth Rubber Co.. 1558 
Norrwock Shoe Co. 1567-68-69-70 
Perry Norvell Co... ... oh kes 
Norwalk Tire & Rubber Co. 1120-1125 
Novelty Slipper Co., Inc. 1039-40 
O'Donnell Shoe Co., Inc. 727 
Orange Shoe Manufacturing Co. 807 
Ornsteen Shoe Company, Inc. 804 
Owens Shoe Co. 546 
Oxford Slipper Co. 1221 
Panther-Moccasin Mfg. Co., Inc. 1042-43 
Panther-Panco Rubber Co., Inc. 1051-52 
Paramount Footwear Company, Inc... 1545-46 
Parkhill Shoes 1160-61-62 


Parkway Shoe Corp... 920 


Parry Footwear Co. 1067 
Simon Pearl, Inc. 1468-69 
Peerless Footwear, Inc. 1147 
Pentucket Footwear, Inc. 844-45 
Peppy Footwear, Inc. 1165-1172 
Frank H. Pfeiffer Co., Inc. 1236 
Pfeiffer's, Inc. . .. 1237 
Phillips Premier Corporation 939 
Phoenix Slipper Co 1226 
Phyllis Shoe Co., Inc 1536-37 
C. S. Pierce Company 1227 
Pierce Shoe Manufacturing Co. 1528 
Pierre Shoes, Inc. 1419-1426 
John Pilling Shoe Co. 820 
Lester Pincus Shoe Cornrors ion 1460-61-62 
Pittsfield Shoe Co.. 850 


Plymouth Shoe Company 532-533 
Poloner Shoe & Slipper Co. 
Popular Price Shoe Show 1645-46 
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SYLVIE HAMILTON 


“EXTRA PAIR SALES IN POPU: 
LAK PRICE SHOES” is the feature 
billing for the Popular Price Shoe 
Shew of America’s Fashion Mer- 
chandising Show, to be held from 
10 to 11 A. M. Monday. November 
28th. in the grand ballroom of the 
Hotel New Yorker, New York. 

A one-hour program of bright, 
new Spring shoe styles will be pre- 
sented in a dramatic atmosphere of 
music, spotlights, professional mod- 
els and a running commentary un- 
der the direction of Miss Sylvie 
Hamilton. who will point out the 
significant features and uses of each 
shoe. There will be three separate 
scenes in the show all keyed to mer- 
chandising themes for Spring. 1950. 

The program is designed to crys- 
tallize significant fashion trends for 
Spring. 1950. sales. Strong empha- 
sis will be placed on fashion met- 
chandising ideas designed to stimu- 
late extra sales in popular price 
shoes. It is expected that a huge 
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Merchandising Theme 
At PPSSA Fashion Show 






Shoes Correlated with Apparel Fashions to Be 
Presented in Hour-Long Showing at Hotel New 
Y orker—New Market to be Dramatized 





TASK COMMITTEE 
WOMEN'S DRESS 


Monufacturers 
Paul Kleven, Klev-Bro. Shoe Co. 
Edward Field, Derman Shoe Co. 
O. J. Sullivan. American Girl Shoe Co. 
Sidney Spiege!, Mutual Shoe Co. 
Elliott Stickney, Holmes-Stickney, Inc. 


Retailers 


Alfred Morse, Morse Shoe Stores 

Samuel Demoff, Edison Bros. Stores, 
inc. 

Samuel Intrater, The Berland Shoe 
Stores 

Lee Walters, G R. Kinney Co., Inc. 

S. W. McDaniel, Sears, Roebuck & Co. 


WOMEN'S CASUALS & TEENS 


Normand P. Liberty, H. O. Rondeau 
Shoe Co. 
Manus Schoenfeld, Jenrose Shoe Co. 


1. Shapiro, Butler's, Inc. 
Sylvan Bain, Miles Shoes Incorporated 


WOMEN'S SPORT WELTS 


Daniel J. Danahy, Dan Danahy Shoe 
°. 
Joel Glassman, Kesslen Shoe Co. 


Jack Sandler, A. Sandier 


Sylvan Bain, Miles Shoes Incorporated 


CHILDREN'S 


Robert Adams, Crest Shoe Co. 
Bernard Shapiro, American Girl Shoe 


Sam Smith, Little Yankee Shoe Co. 


T. S. Hirtz, G. R. Kinney Co., Inc. 


MEN'S 


Kenneth Bruce, International Shoe Co. 


Robert Goldstein, Plymouth Shoe Co. 
Saul Katz, Hubbard Shoe Co. 


John J. Campbell, Spencer Shoe 


Corp. 


Mel Reece, A. S. Beck Shoe Corp. 





PPSSA’s Pediscope, huge screen, on which is flashed a color photo 
of the shoe displayed on the runway. ; 
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Jo 
Jamieson 
Albuquerque, 
New Mexico 
Artist 





*0 know 
wp-te-the-minute 
Atiling when 9 pee | 
it! Vet Toke Qolene 

Hollywood, Qnapined’ 
Shoee- avery time. 


Jo’s artistic eye picks Jolene 

Shoes for their fashion freshness 

... Shoes that give her the high- 
styled good looks she wants in 

. footwear. What's more, Jo likes 
the exquisite workmanship and 
_ fine materials... Jolene offers at so 
“dow a price. And she’s not alone! 


. All over America girls like Jo 
“Jamieson are making the Jolene y 
“franchise a valuable asset 
to alert dealers. Jolene’s 
~~ Mass Market Girl can be 


YOUR steady customer 
because she’s pre-sold on HOLLYWOOD INSPIRED 
Jolene Shoes through 
“consistent national 









To retail at $5.95 to $8.95 


advertising. 


Write today for complete information 
TOBER-SAIFER SHOE MANUFACTURING COMPANY ~+ SAINT LOUIS, MISSOURI 
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The shoe display form that 
CHALLENGES COMPARISON 


There's one big reason why 
Frankel has become the world’s leading maker of 
plastic shoe forms . . . Frankel forms are outstand- 
ingly superior, on all counts. 


DON'T LET COMPETITIVE CLAIMS MISLEAD YOU! 
COMPARE Frankel display forms with all others 
. in styling, in finish, in durability, and above 
all, in FIT. See how they hug the heel seat, mould 
the shoe to its correct last, hold ankle straps in 
position. They're fade-proof, fiame-resistant! 






















Want more proof? Ask any big user of shoe forms. 
Ask any of the big chains. Ask any of the more 
than 7000 shoe retailers who are using Frankel 
forms right now. 


With painted toes and closed 2 5 
tops at no extra cost. To fit high, 
low, and medium heels. PAIR 


NO, CHILDREN’S Plastic 
Shoe Display Forms 


Infants’ Children’s Miss’ 
Size 7 Size 10 Size 13 


95¢ 795 475 








Are you missing out on this RE-SALE ITEM? 


Aggressive shoe retailers have proven that you can sell FRANKEL 
FIT-EASI® PLASTIC SHOE TREES to most shoe customers. Easy 
extra sales, extra profits. The ONLY shoe tree that's scientifically 
designed to hold ankle straps in position. They fit all types and all 
shoe sizes because of simple patented screw ad- 

justment and size rule. 6 lovely colors: blue, red, 2 eye pr. 
pink, yellow, green, wine. 


PAT. PENDING (in gross lots) 


PERFECT 49c RETAILER 


——— nr es 


World’s Largest Makers of Plastic Shoe Forms 
493 Seventh Ave., New York 18, N. Y. 


es Jock 2. Shenker, Sales Manager, Shoe Display Form Division EEE 
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SAN FRANCISCO BUSINESS 
CONTINUES GOOD 


F ALL shoe business in the San Fran- 
cisco area continued to be good, al- 
though some merchants reported it as 
being jumpy—up one week and down 
the next. Monthly totals, however, are 
Kolding up well and running only 
from five to ten per cent behind last 
year. 

The end of the warehousemen’s 
strike ended the distribution problem. 
During the long drawn out strike, 
merchandise had to be trucked in 
from outside sources or ordered by 
express. 

Promotional efforts during the past 
month have been mostly concentrated 
on the medium priced lines. Macy’s 
have been featuring antiqued polished 
calf strapped spectators, spectator 
pumps, and casual dress pumps at 
$12.95. Sommer & Kaufmann pushed 
velveteen pumps at $13.95, while 
Hale’s Grant Avenue shop featured 
suede Cinderella slipper models in 
black, night green, mink, taupe, wine 
and spruce at $14.95. Frank Werner 
played to the co-ed trade with alliga- 
tor lizard for the football games, 
dressy pump models at $26.95. 

Children’s shoes were also promi- 
nently displayed with Sommer & 
Kaufmann featuring both dress-up 
shoes and crepe sole school shoes. 
Frank Werner put on a special sale of 
1000 pairs of boys’ and girls’ shoes at 
one-fourth to one-third off the regular 
prices. 

In some of the outlying shopping 
areas and smaller cities nearby shoe 
merchants are keeping open Thurs- 
days until 9 P.M. to meet the compe- 
tition of the mail order houses who 
have started keeping their retail 
stores open on that evening. As a re- 
sult Thursday night is becoming a 
“shopping night” in these areas. 

+ + 


BUSINESS OFF IN 
NEW YORK 


THE men’s and women’s shoe busi- 
ness has not been good for the past 
few weeks in New York. While some 
stores are holding their own, others 
have fallen behind last year’s figures 
and are frank to admit this fact. At- 
tempting to explain the reason, mer- 
chants point to the hot spell in Octo- 
ber and conditions in the steel, coal 
and railroad industries. Almost with- 
out exception, however, they add that 
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they expect sales to pick up with more 
seasonable weather and the approach 
of the holiday season when the de- 
mand for evening shoes and slippers 
is a sharp spur to business and when 
boys and girls home from school and 
college may be in for an extra pair 
of campus or date shoes. 

The two styles that are making the 
most talk and taking the major part 
of the business, after the perennial 
black suede pump and ankle strap. 
are flats and suit shoes. After that, 
reptiles and smooth leathers are be- 
coming increasingly important. Both 
are being used in suit shoes which 
are also a growing factor in this 
season’s business. 

Flats, probably even more than suit 
shoes, are coming into their own for 
all ages of customers. In most stores. 
at this time, these shoes are not casual 
slip-lasted types but dressy low heel 
shoes made on single soles with out- 
side heels, often in cement construc- 
tion, as well as in welt. Strictly 
speaking, these heels are not above 
an inch in height when they are called 
“flats.” A slightly higher heel, up to 
14/8, is also selling very well. Some 
retailers, not expecting such a re- 
sponse at this season to flats. admit 
to having underbought. Others note 
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Bree Negi, het of heme sande wh cages maery of imadiong, F195. 


“The delicate instep" was the theme 
of this interesting ad of dressy-type 
shoes run recently by Sommer & Kauf- 
mann, San Francisco. 





that it is these shoes that are keeping 
their figures ahead. 

The color story is not too varied. 
Black, as already reported, is number 
one. After black, brown takes second 
place but, in some stores, navy is 
running it a close second. Red calf 
is showing a growing importance in 
suit shoes. One store reports wine 
and green both very good in a smooth 
leather suit shoe. 

Men’s stores are also finding the 
present season slow. The best busi- 
ness, according to several very good 
stores, is in their better shoes. There 
they are selling cordovans with wing 
tips and plain toes and straight tip 


shoes with medallions. 
= = + 


BLACK SUEDE DOMINATES 
ST. LOUIS SALES 


BLAck suede is the most wanted 
material this Fall among St. Louis 
feminine consumers. Its demand is 
found in most of the middle price 
brackets. as well as in the volume 
or lower price categories, and also 
in expensive shoes. Its popularity also 
extends to many types of footwear. 
from flats to high style and from 
casuals to opera pumps. Reptile in 
brown also is a favored material in 
the more expensive departments. 

In the higher price salons, however. 
plain suede pumps still outdistance 
the demand for lizard and alligator. 
Possibly the number one style is the 
pump with V-throat in heel heights 
of 21/8 to 23/8, although black suede 
sling pumps and sandals are also 
good sellers this Fall. Such footwear 
on half-inch platforms seems to be 
the most wanted. In the middle 
brackets opera pumps from middle 
heel heights to very high are in top 
demand. Closed-up flats in this brack- 
et also are strong sellers, with black 
suede here again the most wanted 
color. Brown and green rate about 
two and three respectively as wanted 
colors in suede, with the demand for 
smooth leathers running noticeably 
less. 

Sale of casuals is not up to ex- 
pectations, say buyers, as shoes of 
cement construction have sold much 
more than anticipated in the lower 
price field. Dress shoes in black 
suede, followed by brown, appear to 
have the call in the $6.95 to $8.95 
range, with heel heights ranging from 
10/8 to 12/8. There is also more 
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demand here for smooth leathers. but 
black suede is still tops. 
- = + 


CHICAGO TO GIVE SLIPPERS 
HEAVY PROMOTION 


Witn the annual pre-Christmas 
opening for State Street scheduled 
for the week before Thanksgiving. 
men’s and women’s slippers and other 
gift items will receive a good share 
of allotted shoe advertising space 
from mid-November on. With the re- 
turn to a normal pre-war Christmas 
buying pattern, retailers are expect- 
ing a good slipper business this year. 
The tendency to buy more useful 
gifts is expected to help boost slipper 





and shoe sales. 

Opening of the ballet, opera. and 
social season in Chicago has helped 
to stimulate sales of dress and evening 
shoes. Velvets and satins are going 
well. Clog platforms with jeweled 
and jet trim have been in demand 
on suede anklets and pumps. Nail- 
heads, pleated slipper satins. rhine- 
stone bows, and faille ribbons are 
also well accepted as trimming treat- 
ments on very dressy sandals and 
pumps. Joseph Salon Shoes recently 
devoted an entire promotion to vel- 
vet, described as “prima donna of 
the season.” 

The plain opera pump is still one 
of this town’s best selling shoes, in 
versions all the way from baby Louis 
heels on up. In fact, this particular 
type could easily be called the leader 
of a very definite trend toward plain 
shoes noted throughout this section 
of the country this Fall. Although 
trim details, as previously mentioned, 
have been in demand in the high 
style shops, the predominant demand 
has been for plain unadorned pumps. 
sandals, and step-in types. Plain 
closed toes with open backs, open 
toes with closed backs, sling pumps, 
tailored pumps with asymmetric lines, 
and closed heel and toe sandals have 
been the most wanted types. Flats, 
too, in all types have become so well 
established in consumer demand that 
they are now staple shoes and ac- 
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O'Connor & Goldberg, in Chicago, de- 

voted an ad to flats, recently, stress- 

ing the variety they carry in this pop- 
ular type of footwear. 





count for a good proportion of sizes 
on retailers’ order sheets. 

This Fall selling season has seen a 
renewed emphasis on men’s shoe pro- 
motion, with both Marshall Field & 
Company and Carson, Pirie, Scott & 
Co. turning over several complete 
men’s apparel windows to shoes. Car- 
son’s recently devoted more than half 
of its men’s windows to shoes in a 
“What's Afoot for Fall” series. Each 
window was devoted to one of five 
different brands, each carrying the 
legend, “You'll have happy. happy 
steps ahead in these harvest-time foot- 
notes for Fall.” 

* * = 


PUMPS LEAD IN 
PROVIDENCE SELLING 


B Lack suedes. tailored leather 
pumps and casuals of all types are 
popular numbers in Providence, R. I. 
Medium and extremely high plat- 
forms are good in suedes. Anklets, 
cut-away shanks. sling styles, open 
toes and low vamps are all popular. 
Baby doll pumps are good. While 
black is the best color in suedes, dark 
green, wine, grey and navy are good 
sellers. In smooth leather pumps. 
black is the most popular, with medi- 
um and dark brown, wine, navy blue 
and other Fall colors in demand. A 
good number at one store is a tailored 
pump having a wide, flaring instep 
strap overlapping to form a wing. 
The wing is decorated either with 
three eyelets. three small buttons or 
with a narrow leather lacing. An- 
other popular trimming is a leather 
rosette. 

Reptiles are in some demand, with 


red and green best sellers. Heavier 
types of leather are popular with the 
teen-agers. Moccasins are among the 
favored casual types. One with back, 
pull-on strap is very good, and seems 
to have taken the young girls’ fancy. 

Suede casuals are selling well in 
a variety of dark Fall colors. One 
retailer reports a black suede wedgie 
as a good model. Alligators and 
sharkskins are in some demand in the 
casual lines. Conventional oxfords 
with the accent on style have picked 
up in demand with the cool weather. 

Accessories have been very good, 
with several retailers reporting a sub- 
stantial increase in sales of handbags 
end hosiery. Some retailers report 
that women are willing to stretch the 
budget more for handbags than for 


shoes. 
* # # 


EMPHASIS ON WARDROBE 
IDEA IN TWIN CITIES 


Minneapolis 


VARIETY of styles and color are 
offering shoe merchants the oppor- 
tunity to place heavy emphasis on 
shoe wardrobes. With back-to-school 
promotions over, strong attention is 
being directed to dressy shoes 
through window displays and news- 
paper advertisements. Walk-Over in- 





troduced examples of hand-made foot- 
wear, including black suedes with a 
tracery of metallic design in sandals 
for evening wear, and a combination 
cf gunmetal reptile and dark suede, in 
ankle-strap sandals with platforms. 

Chandler’s French Room presented 
inch-high platform sandals of black 
suede with narrow black satin strips 
over the instep. 

Opera pumps retain favor, and are 
shown in several heel heights. in 
suedes. Favorite colors are black and 
brown, with good interest in blue and 
taupe. Blue is being shown consis- 
tently for Winter wear. with good de- 
mand, showing that extra sales can be 
achieved by making blue an all-season 
color rather than confining it to 
Spring and Summer offerings. 

For wear with suits and town 
clothes. medium heels are selling well. 
Maurice L. Rothschild-Young Quinlan 
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CADILLAC 


a= “2s, a SSese Cadillac keeps your 


ted! Sees = business going up! 


‘. ADILLACS, at $8.95, are priced and styled to win immediate acceptance by the young 
men’s market. And for even greater assurance of profit and volume for dealers, Cadillac adver- 
tising is coordinated with and built into the selling structure. All of which adds up 
to a sure-fire, rapid turnover, sales-winning combination that keeps cash registers ringing for 

Cadillac dealers throughout America. Make your feature line Cadillac —a complete line of 
smarter styles for young men at one across-the-board popular price — with dynamic 
national advertising and dealer aids to back you all the way. For more details, write today. 


STATLER SHOE CO e DIV. GENERAL SHOE CORP e NASHVILLE, TENN. 


CADILLAC 



































“wm MLB 
re 











Ride the tidal wave of high-style, high school 
popularity that is sweeping the country... the hillbilly fad. 
Sell the H \LBULN by Belleville—a shoe that 
just naturally goes with blue jeans, corduroys, 
and teen age duds... and a good substan- 
tial serviceable shoe, too. The H \LLBVLLN 
will stand up under the hardest wear any 
rough and ready, rootin’, tootin’ rooter can 
give it. 


FOR IMMEDIATE DELIVERY 

J This particular Belleville number, the 
A VAILA BLE NO W! ALBA. is in stock in the following size 
runs: Little Gents’ (10 to 3) Boys’ (1 to 6) and 


Men’s (6 to 12)... all in the 6.50 to 8.95 
retail price range... order yours today. 





BELLEVILLE SHOE MFG. CO., BELLEVILLE, ILLINOIS 
New England Distributor: KREIDER-CREVELING SHOE CO. + 602 Atlantic Avenue + Boston 10, Mass. 


BUYERS KNOW: “BELLEVILLE SHOES ARE HONEST SHOES” 












presented a culiection of black suedes 
in pumps with bow trim. Roy H. 
Bjorkman showed an artistically de- 
signed black, brown or navy walking 
pump done in elasticized doeskin, with 
open toe and platform sole. 

Casuals hold their usual place in 
sales. A large number of styles in 
smart designs and medium price 
brings many extra shoe purchases. 
While color in casuals is varied in 
demand, the largest number of sales 
is in neutral shades, according to re- 
tailers. Black is strong in demand, one 
ef the best colors in sales in casuals 
at present. 





Fashion shows have featured shoes. 
with commentators playing up the 


necessity for shoe wardrobes with 
dramatizations of the possibilities that 
smart footwear adds to the effect of 


the costume. 
* * * 


Saint Paul 


Many Loop stores have held shoe 
sales, offering good values which have 
brought good response, coming at the 
beginning of the Winter season. Cus- 
tomers are price-conscious and have 
been quick to take advantage of shoe 
savings. While the effect of national 
strikes is not being felt in this section 
2s strongly as in some others, there 
has developed a cautiousness in spend- 
ing with a “wait-and-see” attitude. 

Street shoes are moving better than 
extremely dressy shoes, according to 
shoe merchants generally. Smooth 
leather is well liked. Husch Bros. pre- 
sented a sandal with ankle strap form- 
ing part of the vamp which was well 
liked, in red. green or black. Field- 
Schlick met good response with mid- 
heel and Jow-heel suedes cut on slen- 
der lines with leather piping and but- 
toned cross-straps. 

Wedgies hold up well in sales for 
casual wear. Maurice L. Rothschild 
offered one with fancy, broad instep 
strap, which had good reception. 
Suede or elk or a combination of the 
two are good sellers. 

The trend for opening shoe stores 
in shopping centers in outlying dis- 
tricts continues. While children’s 
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shoes are given strong featuring in 
these shops. misses’ and women’s 
shoes are also stressed. Good selection 
of nationally advertised brands marks 
these stores. Convenience of shopping 
without parking difficulties aids in 
drawing customers. Ralph’s is the 
latest of these suburban stores to 
open, located in the Highland district. 

The Golden Rule played up shoes 
for round-the-clock wear in a full- 
page advertisement. Noticeable was 
the lowered heel height. Shell designs 
are holding up well. These, too, are in 
demand in lowered heel. 

Shoes selling in the medium brack- 
ets are moving better than those that 
are more expensive, in most stores. 
merchants report. 

Although some attempt has been 
made to sell rubber and Winter over- 
shoes, warm, pleasant weather has 


kept sale of these at a minimum. 
* * = 


LINCOLN BUYERS 
CONCENTRATE ON COLOR 


Women’s shoe buyers in Lincoln. 
Neb., are now concentrating on 
Spring selling plans, and all stores 
will focus on the largest color selec- 
tion of recent years, both high fashion 
salons and departments featuring 
popular prices. Three out of four of 
the major buyers in Lincoln expect 
Spring business to top 1949 figures 
for the season both in units and dol- 
lar volume, while a fourth buyer 
foresees higher unit sales but dollar 
volume slightly down. 
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Black velvet, popular shoe material 

for evening and dress-up wear, was 

promoted in this ad by Filene’s in 
Boston. 


Buyers agreed that resistance to 
price will be more pronounced than 
a year ago, but are convinced that 
sales can be maintained at a high 
level if wanted colors and styles are 
promoted. Increased demand is ex- 
pected for casuals and dressy sandals, 
with smooth calf the leading leather. 
and the open shoe still very much in 
the lead. 

In better shoes, buyers stated that 
they expected to sell fewer dressy 
pumps next Spring and more sandals. 
One buyer pointed out that during the 
current season, 90 per cent of sales 
have been in open styles, and he ex- 
pects this ratio to continue. His or- 
ders are for more red and fewer 
brown than a year ago, more me- 
dium heels and single soles in dressy 
shoes, with color and price to be 
more important than at any time since 
prewar. Smooth leathers will account 
jor 50 per cent of his stocks, and 





there will be more casuals. 

Another dealer in better shoes ex- 
pects to sell more sandals and fewer 
dressy pumps, fewer whites and more 
brown, navy, grey and multicolors. 
Best heel height, he declared, will be 
13/8 to 18/8, and the best platform 
heights one-quarter to three-eighths 
inch. Tailored styles will lead while 
casuals and dressy models will make 
up the remaining 50 per cent. He 
looks for casuals to remain steady 
with the 1949 peak. 

In stores featuring medium price 
merchandise, one buyer predicted that 
the Spring demand will closely paral- 
lel that of the current season. This 
places the sling pump in first place. 
colors 85 per cent black and brown. 
and heels mostly 19/8 to 23/8. 

Another buyer expects to sell 5 
per cent more pumps than a year 
ago, 10 per cent more wedges in 
dressy shoes, casual wedges about 
same a: last year, and 25 per cent of 
his casual business in flats as com- 
pared with 20 per cent in 1949. About 
50 per cent of his sales will be in 
all-open models, he figures, 25 per 
cent closed and the remainder open 
either at the heel or toe. Less white 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Maz tyW tg WN Marke {s 


New England 


New ENGLAND shoe men, particularly those manufactur- 
ing medium and high grade shoes for men, returned from 
the National Shoe Fair well satisfied with results and 
encouraged by what they were told by merchants repre- 
senting a cross-section of the country. The volume of initial 
orders placed was not large in most cases, it is true, but 
manufacturers feel that next Spring will see an increased 
demand for the styles which were sampled and that orders 
from in-stock, when the time comes, will keep production 
en a more even keel than last year. As one men’s shoe 
manufacturer put it, “We did not expect to do much busi- 
ness in Chicago and ended up by doing considerably more 
than we expected.” 

Interest among the volume shoe manufacturers now 
centers on the Popular Price Shoe Show of America which 
is to be held at the end of this month in New York. Large 
chain store. mail order and basement department buyers 
have been in the market, it is reported, for about two 
weeks, and some large orders await confirmation during the 
time the PPSSA is being held. It is expected that these 
orders, when confirmed, will be accompanied by a schedule 
asking for first shipments somewhat earlier than usual— 
early January for merchandise going to the South and 
Southwest and possibly as early as mid-February for the 
more Northern states. 

Manufacturers of casuals to be sold at popular prices 
confidently expect to do a large business, not only at the 
PPSSA but also thereafter and until two or three weeks 
before shoes actually go on sale in the retail stores of the 
country. 


Chicago 


OcroBeR proved to be a rather static month in the shoe 
business so far as Chicago and Midwest manufacturing and 
wholesale sources were concerned. Reorders slowed down 
somewhat following a September spurt and with the ap- 
proach of the National Shoe Fair. Men’s and women’s 
business fell off, although children’s continued up to nor- 
mal. Commitments continue to come in at a late date. some 
being delayed from six to eight weeks. 

October found most of the salesmen still on the road, 
practically up to the eve of the National Shoe Fair. Al- 
though some were seeking test reactions to the first Spring 
samples, most of them were still after Fall and Winter 
business. This was true in branded lines as well as un- 
branded. This does not indicate that business for this Fall 
in the shoe stores has not been good. Viewed generally. 
volume has been close to that of a year ago, but it has 
taken a lot of effort to secure it. The better men’s shoes 


100 


will probably show a gain by the end of the year, and 
women’s and children’s are expected to be close to equal 
figures. Manufacturers and distributors of storm wear and 
rubbers are now feeling the effect of last year’s mild Winter, 
which left close to 80 per cent of the stock on the shelves. 

A good share of the moderate priced women’s shoe busi- 
ness went to plain types this Fall. Open toes and closed 
backs, closed toes and open backs, sling back and plain 
pumps have been in heavy demand and reorders on these 
stvles have been brisk. In some quarters there have not 
been nearly enough of these types, particularly in black 
suede. The better men’s and women’s slipper houses were 
all sold up to their regular seasonal schedule. 

Independent shoe retailers, generally speaking, have ex- 
perienced better Fall business than did the department 
stores, and consequently are in a better position to formu- 
late Spring buying plans. Independent retailers placed 
their orders earlier, reorder more frequently, and conse- 
quently had more of the wanted types on hand than did the 
department stores. 


St. Louis 


SHOE prices appear to be inching upward in this market. 
There were no announcements of major price increases 
on the eve of the Shoe Fair. although numerous manu- 
facturers said that wholesale prices of various patterns 
in their Spring lines would be higher. These price adjust- 
ments, they said. would in most instances be slight enough 
so that retail prices will not be affected. They were talk- 
ing in terms of the immediate period, however, when they 
made such statements. Shoe manufacturers would not 
say what prices will be in three months or six months. 
Most felt that price levels would not change materially 
between the time of the Shoe Fair and the first of the year. 

That prices will move up. however. or that the already 
slim profit margins will be cut thinner still looms as 
inevitable. Probably the strongest factor influencing such 
a trend is the recently passed 75 cents an hour minimum 
wage law. Automatic wage increase benefits accruing to 
that portion of shoe workers now making less than the 
75 cents minimum will, of course, increase costs to some 
extent. 

But when those in the lower wage brackets get increases, 
those in the higher classifications also may ask for more 
money. At least, that is the view of some producers here; 
that the minimum wage law could -act as a boomerang to 
instigate new demands from labor at all levels of the 
wage scale. And this factor, plus the firm materials mar- 
ket, can tend to move shoe prices only in one direction— 
up, producers say. 


Boot and Shoe Recorder 

















Make Them Foot-Happy 
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Easy, Profitable Way! 


(MADE EVEN MORE ATTRACTIVE WHEN YOU CONSIDER THAT 
90% OF ALL PEOPLE HAVE FOOT TROUBLE IN SOME FORM!) 





Make no mistake—-sizable eztra profits slip through 
your fingers every day that you let foot-troubled 
customers leave your store without selling them 
relief. 


EXAMPLE: 70% of the men you fit 
with shoes have weak or fallen 
arches—tired, aching feet, rheu- 
matic-like foot and leg pains, sore 
heels or callouses. 


In Dr. Scholl’s Foot-Eazer you have 
the most effective support for these 
conditions ever invented. Worn 
with immediate relief. Slips in any 
shoe like an insole. Retails at $5.00 
pair. Costs you $2.75 pair. 


EXAMPLE: 70% of the women you fit with 
shoes have weak or fallen Metatarsal arches 
and suffer from pains, cramps, callouses, 
tenderness or burning sensations at the ball 
of the foot as a result of this condition. 
Dr.Scholl’s Metatarsal Arch Supports quickly 
relieve it. $3.50 retail, up. You gross 50% 
profit on most styles. 








EXAMPLE: Rotating ankles, induced by 
weak arches, are very common among 
children. Improperly fitted shoes and 
jumping on hard pavements are two of 
the most fruitful causes of this condition. 
Dr. Scholl’s Arch Support No. 27 for 
children is the ideal support for reliev- 
ing this foot ailment. Nothing better for 
heavy, fast-growing children. 60% of the children you fit with 
shoes need this Support. Retails at $3.50 pair, wholesale 
$21.00 dozen. 


Here’s how to make the most of your opportunities 
to capture the fine extra profits you may not now 
be garnering! Let our representative call and show 
you how easily it can be done on a surprisingly 
small investment. There is no obligation, of course. 
Write us today when he may visit you. 


THE SCHOLL MFG. CO., INC. 


Largest Institution in the World devoted exclusively to Foot Care 
213 W. Schiller Street, Chicago, 10 « 62 W. 14th Street, New York, 1} 























D’ Scholls 


THE ONLY COMPLETE NATIONALLY ADVERTISED LINE OF FOOT RELIEFS IN THE WORLD 


November 15, 1949 10! 








Company Rooms 
Porter Shoe Company, Inc... 723 
Aaron Potashnick ...... eee 1572 
Ri; pens ee Mes. oa cess OR 
Powell & Campbell, inc Parlor D 
Presler Footwear, Inc.. 1005 
Pratien ieee Ge... 5.25. se 936-37 
Pretties by Lesol...._. 1660-61-62 
Prime Shoe Company, Inc............. 7 
Progress Shoe Co. Inc................ 624 
Prudential Shoe Mfg. Co. Inc......... 1244 
Putterman Footwear Corporation. .. . 1522-23 
Quaboug Rubber Company.......... 1573 
Quaker Shoe Corporation.......... 951-952 
Ramsey Shoe Corporation... . 636-37 
Recordia Mfg. Co., Inc... ..... 1585 
Regent Shoe Corporation.........:.. 1485 
Reliable Footwear Co................ 1121 
Renee Footwear rompaescig Su ea Ana 1053 
Respro, Inc. .. 963 
Rest Right Slipper, ‘Ine... 1203 
Rex Shoe Corporation. . : 627-28 


Rhinestone Creations... . Pomeree Booth 5 


Rialto Shoe Co., Inc................. 644 
Ridgely Shoe Co., Inc................ 1025 
PPP ONNT WM... as. en wn cus 539 
Rockingham Shoe Co..............2339-40 
Rogers Bros. Shoe Co... . 1436-37 
H. O. Rondeau Shoe Co., .835-36-37 
Ronnie Shoe Co.. . 1603 
Geo. H. Rosen Shoe Mfg. Co. 716 
Ross Shoes, Inc.. ... 509 
Roth, Rauh & Heckel, Inc., ‘Style Arch. 1014 
Royce Shoe Co.. . 2600 
Rozelle Shoe eo... . 1253 
Rubber Brokers, Inc............._... 1627-28 
Rubin Bros. Footwear, Inc... . 1503 
ON TN os as cc oscar 1474 
Ruth Shoe Co.. a Se 
Saco-Moc Shoe ‘Corporation ...... 701-702 
Safran-Sundel Shoe Co.. 1425 


M. J. Saks Shoe Corporation 
Parlor 424 & East Room 


Salem Shoe oo 
Sandalcraft wee ieee ey eee 26 
Sarota Shoe Co... . See US 
nee Footwear Corporation Pea ceak 927 
Saxe Glassman Shoe Shoe Corporation... 826-27 
Schaefer Machine Co................. 1173 
The Servus Rubber Co............ 1665-71-72 
Shapiro & Silverstein, Inc............. 1647 
oe ae ey 1439 


Shoe Form Co., Inc.................. 1617 
tee ok, ee ee 2211-12 

pper Mfg. Corp........... 1127-1219 
Simon Bros. pa wee IRR ee ay SO eS 926 
Simon International Corporation. ..... 926 
te op Sie, bE ae 1627-28 
Simpson Enterprises, Elliot E......... 1627-28 


Simpson's Miracle Products, Inc... ... 1627-28 


Simpson's Walker-Woods, Inc... ...... 1627-28 
ge a ee ee 949 
Skippy Footwear Plies sso 1241 
eS ee ee 1564 
Smith Shoe Co., The G. Edwin. ........ 925 
Society Footwear Corporation....... 1265 
Somersworth Shoe Co., Inc.......... 703-704 
South Berwick Shoe Co........... 831-921-924 
[2 OSS “ee See ce 538 


Sporting Shoe Sales Corporation. ..... 


Spring Lines on Display at the Volume Show 
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Company Rooms 
Silver Slipper Mfg. Co. 1127-1219 
Sportwelt Shoe Company, Inc.... 1552 
Squaw Mountain Moccasin Co., Inc. 972 
Stahl Shoe Co 1067 
Stanro Footwear, ine. 1086 
Star Shoe Co.. ; 742 
Starlet Fectweer Cerperation 1054 
Charles Stedfast Shoe Co.. 972 
Stepping Stone Shoes, Inc. 1521 
H. C. Stillman Shoe Co., Inc. "1735-36-37 
Style Shoe Co., Inc....... . 964 
Sudbury Shoe Co........ 2247-48-50 
Sufix Shoe Mfg. Co... .. . 966 
The P. Sullivan Shoe Co. 1652 
Sundial Shoe Company. 534-35-36-37 
Superior Shoe Company, Inc... .. 1507 
Supreme Footwear, Inc................ 1166 
Supreme Slipper Mfg. Co., Inc 1163 
Tattle-Winick Shoe Co., Inc. 1418 
B. M. Tenaly Shoe Mfg. Co. 1638 
Thompson Co., Inc., Benton 

Mezzonine, Booth 2 
Tico Shoe Corporation 1466-71 
Timely Casual Footwear, Inc. 1168-69 
Times Footwear Corp... . 1240 
Times Footwear Mfg. Co. 1127 
Tingley-Reliance Rubber Corporation 916 
Toby True Shoe Co........ 2347-48-50 
Toor Shoe Co., H. O. 1250 
Trimfoot Company ...... 1533 
Triple Novelty Footwear Co. “Ine. 4016-17 
Tropical Craft Corporation. . .. 1519-1526 
Tropical Footwear Co., Inc. fe _ 1187 
True Value Slipper and Sandal Co. 928 
Tru-Stitch Moccasin Corporation... . 1151-52 
Tye Shoe Co., Inc.. ; 917 
Tyer Rubber Company... ——— 
United Last Company. : 1642-43 
United Shoe Machinery Corp... . . 1129-30-31 
Universal Shoe Mfg. Co. 1550 
Vanity Shoes Temptation Creations... 1473 
Victory Footwear Sales Co... _. Parlor H 
Victory Shoe Company . tg 
Viko Shoe Company. .. 817 
Viner Bres., Inc. 1621-22-23 
Waldman Brothers 1017 
A. G. Walton & Co., Inc. me 729 
MeO OO AM... 2... 502 cased 3211-12 
Warm Felt Footwear Co.. . 1486 
Sam Wasser ...... 985 
ee, .....-..s<.0+.-- 1406 
Wayne's Slipper, - : ... 1224 
Wearwell Shoe Co., Parlor F 
Webster Shoe Co.. a . 2466-67 
Weigert-Dagen Shoe Co., Wits os 
M. K. Weil Shoe Co. ty ae 1450 
Weinstein Shoe Co. eric hewcinieens 810 
Well-Worth Slinper Co., Inc........ 646-47 
Wellco Shoe Corporation. .... te, 
A. Werman & Sons, Inc. ~_1529- 30-3! 
Ce ec... 
Weymouth Shoe Co. Soke 730 
Wheston Shoe Co................... 745 
Wiities Thee Gap... ................: 1618 
Wiley-Bickford-Sweet Corp. ...... 718-19-20 
Wilner Wood Products Co......... . 1668-69 
Winchester Rubber & Plastic Co... . . . 1627-28 
Wing Step Shoe Corporation......... 625 
Winston Shoe Co., Inc........... 1229-30-31 
Wise Shoe Company.......... 2547-48-2550 
oi ne ae Parlor G 








Company Rooms 
Wood & Smith Shoe Co.............. 846 
Worcester Shoe Company...... .....529-530 
ee AL eee 1128 


Yorktown Shoes............ .501-502-552-553 


HOTEL McALPIN 


Altman Bros. Shoe Mfg. Co.........-.. 629 
American Girl Shoe Co....... Colonial — 


NINN Si ec aes eee 66 
RR a ao aco 416-420 
Caswell-Doucette Shoes, Inc...... . 1395-1397 
Clover Shoe Mfg. Co...........-.----- 565 
J. M. Connell Shoe Co., Inc........... 442 
Cortell Shoe Company, Inc....... .414-18-22 
Dainty Maid Shoe Co., Inc.......... 467-69 
Dan Danahy Shoe Co................ 460 
Daytimer Shoe Company. . 402-04-06-08 
Deb Shoe Company of St. Louis... ... 431 
Eastland Shoes, Inc..............--- 574-576 
Charles A. Eaton Co.. . 654 
John Flautt Shoe Co., Inc. 663-665 
Foot Delight Shoe Co., Inc............ 461 


Foot Flair Division Mutual Shoe Co. . 466-468 


oe a re 560 
Hannahsons Shoe Co......... . 454-456 
Holmes Stickney, Inc........... .. 661 
Clarence Jacobson .................- 528-29 
Jay Shoe Mfg. Co. pee 669-71-73 
The Jerry Shoe Mfg. Co., Inc.......... 451 


Kickerinos Division Marilyn Shoe Co... 556 


Kimel Shoe Corporation. ............. 677 
Kleven Shoe Sales Co............... 462-64 
Life-Stride Div., Brown Shoe Co........ 428 
ERNST OS™ Gg a eee ee 520-522 
Lucky Stride Shoes, Inc................ 551 
Maxine Originals . 570-572 


Melori Shoe Corp...............-..-990-991 


Miami Footwear, De Hafré Shoes...... 58! 
Owego Shoe Company.......... .567-569 
Penobscot Shoe Co................ 410-412 
Portland Footwear Co............... 575 
Louis Salvage Shoe Co., Inc........ .463-465 
Sandler of Boston..................577-579 


Sisteeeas eon. SGe...........-.): 506-508 


Summer Shoe Co. of Miami.......... 554 
— Originals Division B. E. Cole 

poh Lene ee oe Sk. SY ee 561-563 
ee ities Shoe Mfg. Co......... 566-568 


Unity Shoemakers Corporation... .... 618-620 
Vanity-Kourette Shoes 





Cradle to College Store Opens 


OAKLAND, CALIF.—A new cradle-to- 
college footwear store has been opened 
by Ear] R. Ritzman, at 5259 Lakeshore 
Avenue, Oakland. Mr. Ritzman was 
formerly division manager of Packard 
Shoe Stores in Detroit, Mich. 





Specialty Shop Adds Shoes 

JACKSON, Miss.—Shoes are carried 
by Perry’s, a specialty store recently 
opened at the corner of Farish and 
Amite Streets, here. 
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New England Production 
Continues to Gain 


Boston—“The New England shoe in- | 
dustry is leading the country in produc- 
tion this year,” declared Frank S. | 


Shapiro, president of the New England 
Shoe and Leather Association in Bos- 
ton, recently. Mr. Shapiro is also trea- 
surer of both the Consolidated National 
Shoe Corporation and the American 
Girl Shoe Company, largest women’s 
shoe manufacturers in the East. 

“During the month of August shoe 
output of 347 plants in New England 
totaled 15,209,000 pairs, a gain of 17.4 
per cent over August 1948, according 
to a report just issued by the U. S. 
Bureau of the Census. Total U.S. shoe 
production of 1,033 facories in August 
amounted to 44,995,000 pairs, or a gain 
of only 8.8 per cent over the same month 
a year ago. 

“New England’s relative gain is even 
greater for the January-August period. 
Its output of 99,146,000 pairs during 
this eight months’ period was actually 
4 per cent greater than in the corre- 
sponding period of 1948, as compared 
with a 1 per cent decline for the country 
as a whole. Production gains for each 
shoe producing state in New England 
were as follows: Massachusetts up 1, 
New Hampshire up 7 and Maine up 8 
per cent over last year. 


“New England’s share of U. S. pro- | 


duction, as a result of these gains, in- 
creased from 30.8 per cent in the first 
eight months of 1948 to 32.2 per cent 
in 1949.” 


George B. Hess Honored by 
NSRA Membership 


CuHIcaGo.—George B. Hess of Balti- 
more, retiring president of the Na- 
tional Shoe Retailers Association, was 
presented with a jeweled clock in rec- 
ognition of his services to that group 
at one of the NSRA gatherings here 
during the National Shoe Fair. 

In making the presentation, his asso- 
ciates reminded everyone of the vigor 
and intelligence with which he had 
worked for the group and for the shoe 
industry generally. 


Mr. Hess is vice-president and trea- 


surer of Hess Shoes, Baltimore. 


Opening Shoe Department 
In Brother’s Store 


DeETROIT.—The Ward Shoe Shop is 
being opened at 13101 West Chicago 
Avenue by John S. Oleszkowicz, as a 
shoe department for men in Ben’s Ap- 


parel Shop, operated by Ben Oleszko- | 


wicz, a brother. Earlier plans were for 
opening by a third brother, Leo Oleszko- 
wicz, under the name of Leo’s Boot 
Shop, but this idea was dropped in favor 
of the present Ward Shoe Shop opera- 
tion. 
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Members of the Fashion Show Committee approve plans 
for the event. Left to right: Daniel J. Danahy, Paul Kleven, 
Sylvie Hamilton, Alfred L. Morse, Normand P. Liberty, 
Edward Atkins and Maxwell Field. Other members include 
David W. Herrmann, !. M. Kay, George L. Smith and A. W. 


Berkowitz. 


new market, comparable in character to 
the teen-age market, wil be dramatized 
and presented to the shoe audience. 

Approximately 60 pairs of shoes cor- 
related with fashions from the apparel 
market will be modeled during the pro- 
gram. These will include women’s dress 
and “middle-of-the-road” types, casuals 
and teens, sport welts, children’s and 
men’s footwear. 

To select the shoes for this event, the 
co-chairman, Alfred L. Morse, Morse 
Shoe Stores, and Paul Kleven, Klev-Bro 
Shoe Mfg. Co., nominated a “task force” 
committee organized from members of 
the shoe industry, who were assigned 
the responsibility for selecting and ob- 
taining the shoes modeled. This commit- 
tee consists of style leaders from the re- 
tailing and manufacturing branches of 
the popular price shoe industry. Several 
meetings were held by the committee to 
review specific shoe style trends in order 
to insure that the most representative 
and stimulating shoes would be pre- 


Merchandising Theme at PPSSA Fashion Show 
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sented to the trade in this show. 

As the shoes are presented by the pro- 
fessional models on the runway, they 
will be spotlighted, and at the same time 
they will be shown on PPSSA’s famous 
“Pediscope,” which will show color blow- 
ups on a large screen so that the small- 
est detail and color of each shoe can be 
clearly seen by the entire audience. 

Miss Hamilton operates “Fashion- 
Mating,” a coordination service for shoe 
retailers and manufacturers. Her ac- 
counts include shoe retailers in depart- 
ment stores for whom she buys acces- 
sories coordinated to shoes. She is style 
director for Amalgamated Leather Com- 
pany. She is also style director and di- 
rector of publicity and promotion for 
Johansen Brothers Shoe Company, St. 
Louis. Miss Hamilton headed the “Na- 
tional Worn Shoe Drive’ in the shoe 
industry which resulted in sending three 
million pairs of worn shoes to needy 
children and adults in Europe and Asia. 

Staging and presentation effects will 






Top stylists of popular price shoe industry work with Miss 

Hamilton in selecting shoes to be shown on the runway. 

Here are retail members of the committee. Left to right: 

S. W. McDaniel, Lee Walters, Alfred Morse, Miss Hamilton, 
Samuel Intrater. Seated is Samuel Demoff. 


be under the direction of Chester A. 
Gash, who heads Merchandise Arts, Inc. 
He has staged the Fashion Fair at 
Madison Square Garden, and a large 
number of fashion displays for apparel 
and accessory groups. 

Seating capacity of the fashion show 
will be limited, and tickets of admission 
are available without charge at the offi- 
cial registration desks of the two hotels. 

The entire fashion show is being ad- 
ministered by a sub-committee consist- 
ing of co-chairmen Alfred L. Morse and 
Paul Kleven; David W. Hermann, Miles 
ney Co., Inc.; I. N. Kay, The Berland 
Shoe Stores, Inc.; A. W. Berkowitz, 
Shoes, Inc.; George L. Smith, G. R. Kin- 
Bourque Shoe Co., Inc.; Daniel J. Dan- 
ahy, Dan Danahy Shoe Co.; Edward 
Atkins, executive secretary, National 
Association of Shoe Chain Stores; and 
Maxwell Field, executive vice-president, 
New England Shoe and Leather Asso- 
ciation. 





Washington Newsreel 
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To compile the directory, ECA will 
ask small business firms to register dur- 
ing a 20-day period, beginning Novem- 
ber 10 and ending November 30, 1949. 
Application forms are being forwarded 
to distribution points and will be avail- 
able November 10, 1949. Businessmen 
interested in registering will be able 
to obtain the application form at any 
of the 42 field offices of the Department 
of Commerce or through some 2,000 
local chambers of commerce cooperating 
in the program. 
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Penney Plans Second 
Omaha Store 


OMAHA, NEB.—The J. C. Penney Co. 
next year will have a second Omaha 
store complete with men’s, women’s and 
children’s shoes, it has been revealed by 
J. F. Brown of Penney’s real estate and 
construction company, New York City. 
The building will be at 24th and “O” 
Sts., in South Omaha, and the Canar 
Building Corp., which owns the land, 
will erect the store to be leased by the 
chain organization for 15 years with 
options to renew. 


The new store is to be 60 x 150 feet, 
one-story with baleony. Cost will be an 
estimated $150,000, and construction 
will be so that an additional story can 
be added. 


Chain Adds Unit 


VALENTINE, NEB.—A new McDonald 
store has opened here and will carry 
men’s, women’s and children’s shoes as 
well as clothing. It is one of the J. M. 
McDonald Co. chain, with headquarters 
at Hastings, Neb. 






Boot and Shoe Recorder 

















< 
> 
— SEES —— 


Style and comfort teamed together 
in neoprene crepe soles of new Joyce SNow TopPER 


Here’s a brand-new idea in footwear that has warmed the hearts . . . and, even more important, 
the feet . . . of women spectators everywhere this fall. Through the winter, too, it will pamper 

feet after skiing, skating, or at hockey games. Soles made of Du Pont neoprene crepe add to 
the comfort and good looks of this smart, new boot. 

For all styles of casuals, neoprene crepe’s outstanding resistance to grease, oils and abrasion 
assures a long-lasting profile. And it can be compounded in a wide variety of subtle or brilliant hues 

for striking color effects. 


Why not check the possibilities of neoprene crepe for your line? See your sole manufacturer 
or send the coupon below. 


For style, color and shape... use 


DU PONT SEND FOR NEW 


FREE BOOKLET 


C R i du Pont de Nemours & Co. (Inc.) 
EG ; RENE E E ane Division R-11, Wilmington 98, Del. 


ee Crepe Soles,” 
2 ' 2 : . oo illustrated booklet Neoprene | pro 
Long service life » Excellent uniformity Pa re full information on neoprend's unususl POPES 


Mey ce a ia fi jperior qualities. 
Vivid hues » Permanent shape + No tackiness ccnnpenntie wnene -.  danalted Semecieehen nS 
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BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY oi ttteesi‘—t—Ph 
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J. N. ADAM & CO., Buffalo, N. Y. 








5314 RETAIL 


PROVE HOLIDAY’S SUPER-SELLING 
POWER IN ALL FOUR SEASONS! 


(think of the point-of-sale opportunities!) 










HOLIDAY 





SIBLEY, LINDSAY & CURR, Rochester, N. Y. 


HOLIDAY SELLS THE IDEA 
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C. CRAWFORD HOLLIDGE, Boston, Mess. 
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ONTH after month, for over three and a half 
Mycars Holiday retail promotions have chalked 
up records in every state in the country (and in 
Canada, too). 


It’s held true for every type of merchandise 
from furniture to fashion, from cameras to cutlery, 
from pipes to pajamas. In every kind of store, 
Holiday moves merchandise. 


The reason? Simple. No other magazine de- 
votes itself so wholeheartedly to glorifying the 
fuller, the wider, the better life. No other maga- 
zine so whets the appetite for new experience. 
And, therefore, no other magazine possesses 
Holiday's natural merchandising appeal. And it 





ROOS BROTHERS, San Francisco, Calif. 


THE GOODS / 





PECK & PECK, New York City, N. Y. BONWIT TELLER, New York City, N. Y. 


is read by people who are able, accustomed, and 
in the mood to buy. 

In the department store field alone. more than 
1,425 major Holiday promotions have been staged. 
Banks of windows, interior displays, millions of 
lines of newspaper advertising paid for by the 
stores, radio and television tie-ups, fashion shows, 
and direct mail have been used in these promotions. 


If you are in the retail field, it will pay you to 
find out about future Holiday promotions. If 
you're an advertiser, you'll want to know how 
you, too, can harness Holiday’s amazing ability 
to sell goods. Both these questions can be an- 
swered by writing to Holiday, Independence 
Square, Philadelphia 5, Pennsylvania. 





METROPOLITAN CLOTHING CO., Dayton, O. 
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Stores, and is vice-president of Edison 
Brothers, St. Louis. 

Commenting on market conditions 
today, Messrs. Edison and Shapiro note 
the increasing cooperation between 
manufacturers and retailers in their 
efforts to offer top values in footwear. 
They pointed out that price resistance 
by consumers is not in evidence, and 
attribute this condition to the coordi- 
nated effort of all related trades, from 
the tanners to the retailers. “The in- 
creasing proportion of lower price shoe 
business being done in stores,” they 
say, “is evidence of the increasing con- 
sumer interest in high value shoes at 
popular prices.” 

For the first time, the PPSSA has 
made Sunday the official opening date 
of the show. This has been done to 
meet the requirements of hundreds of 
small retailers interested in popular 
price merchandise who find it possible 
to attend the show only on that day. 

In keeping with the business-like 
character of market week, the only 
official meeting scheduled during busi- 
ness hours will be the Fashion Mer- 
chandising Show to be held at 10 A.M., 
Monday, November 28th, in the grand 
ballroom of the Hotel New Yorker, the 
show headquarters hotel. “Merchandis- 
ing for Spring” is the theme of this 
show, and featured again will be the 
PPSSA “Pediscope,” a movie screen 
on which are projected color blow-ups 
of the shoes being modeled on the show 


Emphasis on Timing at Popular Price Show 
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runway. Location of the show in the 
“middle-of-things” in the headquarters 
hotel was planned so that it would be 
convenient for businessmen, and the 
one-hour length of the program was 
decided upon so that business appoint- 
ments would not be seriously disturbed. 
Seating capacity of the fashion show 
will be limited, and tickets of admis- 
sion are available without charge at 
the official registration desks of the 
two hotels. 

Arrangements for the exhibits have 
again been made by the co-managers. 
All exhibits will be pre-registered into 
their display rooms. Exhibitors will find 
trunks and sample cases in their rooms 
on arrival, and the rooms will be all set 
up for the display of merchandise. 

Once again, show officials have ar- 
ranged for the payment of gratuities 
to all hotel personnel, except bellhops. 
This means that the exhibitors’ par- 
ticipation fees will cover tips to car- 
penters, electricians, porters, maids, 
etc. 

The big social event of the week will 
be the semi-annual dinner of the 210 
Associates held Monday evening, No- 
vember 28th in the Waldorf-Astoria 
Grand Ballroom. Attendance of almost 
2000 members of the industry is ex- 
pected. 

A meeting of the Board of Directors 
of the National Association of Shoe 
Chain Stores, and a meeting of the 






joint industry committee of the PPSSA 
will be held during the week. 

The sub-committees in charge of the 
various phases of administering the 
show are as follows: 

Budget: George L. Smith, G. R. Kin- 
ney; and A. W. Berkowitz, Bourque 
Shoe Co.; Exhibits: Lawrence Merle, 
Endicott Johnson Corp.; and Myer 
Saxe, Kesslen Shoe Co. Advertising 
and Publicity: David W. Hermann, 
Miles Shoes, Inc.; Myer Saxe; and 
Daniel J. Danahy, Dan Danahy Shoe 
Co. Other members of the joint com- 
mittee include: Manufacturers: Stuart 
H. Armstrong, Wiley-Bickford-Sweet 
Corp.; George A. Dempsey, Crossett 
Shoe Co.; John Foote, The John Foote 
Shoe Co.; Paul Kleven, Klev-Bro Shoe 
Mfg. Co.; Normand P. Liberty, H. O. 
Bondeau Shoe Co., Inc.; and Henry C. 
Stillman, H. C. Stillman Shoe Co., Inc. 
Retailers: Harry Karl, Karl’s Shoe 
Stores, Ltd.; I. M. Kay, The Berland 
Shoe Stores, Inc.; J. O. Moore, Miller- 
Hones Co.; Alfred L. Morse, Morse 
Shoe Stores; Frank J. Schell, Sears, 
Roebuck and Co.; David L. Slann, 
Butler’s, Inc. The co-chairmen of the 
Fashion Merchandising Show are: Al- 
fred L. Morse and Paul Kleven. 

In addition to the above, Messrs. 
Atkins and Field served as members 
of all these subcommittees, and laid 
much of the groundwork necessary to 
prepare this show. 





Planning Will Spur 
Spring Shoe Sales 
[CONTINUED FROM PAGE 83] 


The retail inventory position is now 
such that buying and merchandising 
plans can be keyed to coordination 
rather than curtailment. 

It will be recalled that both retailers 
and manufacturers had to live through 
a period in which unbalanced stocks 
forced restrictions and abnormal limi- 
tations on buying budgets. With these 
war and postwar maladjustments be- 
hind us, we can now apply the lessons 
learned about our business since pre- 
war days. The way is open for in- 
tegrated planning between manufac- 
turers and retailers to a degree never 
before possible in the shoe industry. 
Shoe retailers will require careful 
scrutiny of basic inventories in order 
to maintain the fluid condition neces- 
sary to constantly present fresh and 
attractive footwear to the consumer. 

Proper timing of buying and mer- 
chandising programs to conform to the 
pattern of normal seasonal purchasing 
by the consumer is also a prerequisite 
to improved operations and increased 
sales volume. This can be accomplished 
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only through coordinated planning 
which is vital to even greater product 
efficiency and improved distribution. 
Although the industry has made 
great strides in this direction recently, 
I believe that only the surface has been 
scratched, insofar as obtaining the ulti- 
mate value from intensive application 
of manufacturer-retailer coordination. 
Today, there is every indication that 
consumer interest in footwear fashion 
is at a higher level than ever before. 
I cannot recall a time when women 
were more aware of new trends or 
colors, or more discerning in their 
selection of high style and value. This 
offers an unprecedented opportunity to 
the creativeness within our industry. 


The popular price shoe industry has 
led the way in bringing about increased 
consumer demand for casuals and play 
shoes and has been quick to recognize 
the sales opportunities now presented 
in teen-age footwear. There are many 
other great styling and marketing pos- 
sibilities waiting to be developed that 
can help us to achieve our full pros- 
perity potential. 

I am confident that such development 
and promotion will play important roles 
in the dynamic growth of our industry 
in the period immediately ahead. 





Philadelphia Shoe Retailers 
Hold Educational Meetings 


PHILADELPHIA—Members of the Phil- 
adelphia Retail Shoe Merchants Asso- 
ciation are making elaborate plans to 
educate their salespeople and the union 
with which some of them are associated, 
to the fact that if both employer and 
employee are to stay in business, sales- 
people and the union must understand 
problems currently confronting em- 
ployers. 

A series of meetings has been planned 
by the association to which selling staffs 
and union leaders will be invited and 
at which an attempt will be made to 
create closer cooperation. In addition, 
the association is having monthly meet- 
ings at a downtown hotel at which mem- 
bers discuss general business conditions 
as well as resources, colors, materials 
and prices. 

Although there are more than 600 
retail shoe outlets, including shoe de- 
partments, in Philadelphia, only a small 
fraction are members and the associa- 
tion is putting on an intensive drive, 
through circulars, for new members, 
under the leadership of Stanley C. Ber- 
ger, Dr. Locke Shoe Store, Chestnut 
Street. 
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New Store Arrangement 
Increases Shoe Sales 


SHOE department sales reached a new high when Coslow’s 
Youth Center, 260 Fulton Avenue, Hempstead, New York, 
rearranged its department. 

Jack Fox, partner in Coslow & Fox, which operates the 
Hempstead shop and another in Lynbrook, Long Island, is 
the manager of the Hempstead store. He believed that the 
shoe department of a children’s shop could be an impor- 
tant factor in its prosperity, if efficiently planned and run. 
Without increasing the amount of space allotted to the 
department, he has created the illusion of greater area by 
making every square inch add to the sales potential. 








This is the new arrangement at Cosiow's Youth Center in 
Hempstead, New York, which has increased sales for the 
shoe department. All three walls are used for seating; 
bright leather benches increase the attractiveness of the 
section. All stock is open, saving the time of the sales 
staff as well as advertising the branded lines which are 
carried. Notice the attractive display at the cashier's 
desk which is responsible for many impulse sales. 


Originally there were two typical rows of chairs ranged 
on each side of an X-ray machine, with a small shadow box 
display above the machine. Besides being dull and color- 
less, stock was maintained in a rear room, necessitating 
leaving the customer for varying lengths of time. 

Today the section appears considerably larger, by the 
use of all three walls for comfortable, bright leather 
benches, with the X-ray machine snugly fitting in a corner. 
All stock is now exposed on open shelves. This serves to 
advertise the brand name of the shoes, saves the time of 
salespeople, and keeps the sales force before the public 
constantly. Ranged above the stock are amusing stuffed 
toys and decorative cowboy boots. Even the cashier counter 
helps sales, by displaying polishes and samples of some of 
the types of shoes carried. 

As a result of this renovation, states Mr. Fox, shoe sales 
have doubled. Today they account for 20 to 25 per cent of 
total volume, which makes this a vital part of the entire 
shop. Two regular shoe salesmen are employed. Mr. Fox 
has found that too many children’s shops permit any sales- 
person to sell shoes, which eventually causes loss of cus- 
tomers. A poor fitting not only loses a shoe customer, but 
also a customer for the store, since mothers are anxious to 
buy as many items of children’s apparel in one spot as 
possible. 
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TAKE ADVANTAGE\ OF 
56 YEAR OLD 
BUYING HABIT 






Style No. 5825 





Style No. 8819 





















Build a better “buy-line” to your store, 
and hold your buying to a minimum with 
our dependable 24-hour re-order service. 
No longer need you stock those large 
standing inventories. And remember, 
weekly sizings and prompt re-ordering 
will prevent those “lost sales”! 

From infants to ‘young grown-ups,’ here’s 
your one resource of fine footwear. 
Superb craftsmanship stands behind 

your every sale, and it will stand 

behind you as a steady repeat to 

greater profits! 



















A. S. KREIDER sHOE co. 


ANNVILLE, PENNSYLVANIA 


New York City Showroom, Marbridge Building, 47 W. 34th St. 
West Coast Representative: J. R. Hamelin, 219 W. 7th Street, Los Angeles 
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There's a big 




















When you put CAT-TEX soles on your products, you 
take full ADvantage of countless national ADS. All 
America has seen CAT-TEX in leading publica- 
tions, in street cars and busses...heard it on the air! 


People know CAT-TEX is non-slip, non-marking, 
lightweight, waterproof . . . much longer-wearing. 
They know that shoes soied with 
Write for CAT-TEX are an outstanding buy! 


samples _ 








f°. sat a 
MAERAECEEE ode by the mokers of famous Cat's Paw products 
NOW! by “0 : 


CAT'S PAW RUBBER CO., INC., BALTO. 30, MD. 








Shoes in the News 


A new line of daytime sandals for children, the Walt Disney 
Animated Sandals, has been introduced by Trimfoot, Inc. 
Vamps feature a cross-strap treatment, with leather “film- 
strip” cut-out underlayed with full-color pictures of Disney 
characters. The soles have the same characters moulded into 
them in intaglio; as the child walks in soft sand or earth, 


| he | impressions with each step. 











Shown at the British Footwear Exposition held in London 

last month were these high riding navy and white dress shoes. 

Notice the interesting back treatment, as well as the sweeping 
line of the upper. 


* ¢*+ ®& 


A LONG with interest in footwear designed for casual wear 
comes a parallel focus on the type of footwear which can 
| be worn both indoors and outdoors—a new type of leisure 





“Creepas,” lounge socks for 
| indoor and outdoor wear, 
for men, women, children. 
| Tops are of cotton, nylon 
| and wool in many colors; 
sole is of Neoprene sponge. 
P. A. Donahue. 





footwear suited to a new type of living in which comfort 
and relaxation are important parts. Some of these soft 
shoes are constructed with knitted uppers; others are made 
[TURN TO PAGE 123, PLEASE] 
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AMALGAMATED’S NEW f) im By @iK' 


LEADS THE WHITE PARADE 
TO A GREATER WHITE SEASON 
IN SHOES FOR SPRING 

AND SUMMER 


NEW 


- EAMBU in 


tHe PERFECT WHITE SUEDE 


WITH THE FINEST, CLOSEST NAP 


Last Summer’s sizzling heat found retailers short of sizes and 
styles in cool, crisp White Shoes. It would be difficult to 
estimate the volume of sales that were lost because White 


Shoes were so short in supply. 


Resolve for ‘50 that you will get your share of this lucrative 
White and trimmed White Shoe business. Remember 
Whites are BASIC SHOES. Most women’s wardrobes 
include at least one pair . . . and when you are making 
plans, remember that Ambuck the perfect White Suede 
with its finer texture and closer nap brings a plus to 


all your White selling. 


AMALGAMATED LEATHER COMPANIES Inc. 


WILMINGTON 99- 
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THAR’S 


GOLD 


IN THEM 
THAR GALS!) 











SEBAGO-MOCS 





No. 500 $4.85 
@ Unique—Patented 
@ Genuine Hand sewn 
@ Welt construction 
@ No innersole 
@ Amazingly flexible 
@ Extra fine leather sole 
Hand burnished Brown finish 






No. 652 $3.60 
@ Long wearing Neolite 
soles 


@ Skillfully machine sewn 
@ Quality construction 
Brown or Antique Red 


... when you stock 


Girls from nine to ninety go for those slick, trick, moc- 
casins, in a great big way. They love ‘em for sports, 

informal wear, and business. 

And you'll love ‘em, too, for the way they 




















sell . . . and sell . . . and sell. 
Look at the styling. Look at the 
quality construction. Check the 
prices—and remember that we have 
this full line of ladies’ Sebago- 
Mocs ALWAYS IN STOCK. 













SIZES 









Style No. 500 Style No. 652 

AAA 6-9; AA 5-10 Narrow 5-10 
41/,-9- -10 5 

oie * tee Medium 3-10 














Add 25c service charge on orders 
for 3 pairs or less. 






































l 
SEBAGO-MOC 
| COMPANY 

/'WESTBROOK: MAINE! 


NEW YORK, 534 MARBRIDGE BLDG. | 
LOS ANGELES, 505 HAAS BLDG. | 








| 


OFFICES | 














| fication by the public. 


| be found. 








Follow a Plan 
For Effective Advertising 
[CONTINUED FROM PAGE 76] 
mined, the appropriation should be 
broken down into small classifications. 
Breakdowns, for example, can be af- 
forded to various media as well as 
to chronological changes. Flexibility 


should be allowed to account for busi- 
ness changes and unforeseen reverses. 


Institutional and Promotional 
Advertising 
As stated previously, many retailers 
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think of advertising in terms of im- 
mediate sales of specific items of mer- 
chandise. While this is important, an- 
other object should be considered when 
promotion money is being spent. It 
must be realized that the store is not 
in business for one week, one month 
or one year. The shoe merchant must 
think in terms of the long range future. 
He must not only convince the public 
that certain shoe items are necessary 
to purchase, but also show them that 
his store is the place to buy in town. 
He must then apportion some of his 
money for institutional advertising. In 
this way, he will build a reputation 
which eventually will be reflected in 


immediate sales. Consequently, both 
promotional and institutional advertis- 
ing should be planned for the year. 


Themes and ‘A ppeais 


Certain factors about the merchan- 
dise or the store should be determined 


| in advance of producing the advertis- 


ing. A central theme should be chosen 
and maintained throughout the cam- 
paign. This theme should reflect the 
store’s policy, characteristics, ete. It 
is something upon which to build your 
plan, something for long range identi- 
Some excellent 
examples of good appeals include the 
following: 

1. Price. Here is a popular appeal 
which can be used with good results. 
A low price is everlastingly popular if 
“reason-why” copy is used. Always 
explain to the public how you can 
afford to sell at “such a low price.” 

2. Quality. Combined with low price, 


| quality is even more appealing than 
| when it stands alone. 


Nationally known 
products mentioned in the advertise- 
ments add to the feeling of quality. 
The public is becoming increasingly 
conscious of brand names and their 
association with quality. 

8. Selection. A large selection of 
merchandise will save a customer both 


| time and effort. Always use advertis- 


ing to dramatize an abundance of 
items. 

4. Customer Conveniences. Making 
it convenient to shop will increase the 
store’s popularity. Play up your credit 
and layaway plans, your courteous 
clerks, ete. It will build up your repu- 
tation for reliability. 

Hundreds of different appeals can 
Once the right one is dis- 
covered, play it up consistently. It 
will help to build your sales in the 
present and your store in the future. 





Tanning Executive Addresses 
Management Conference 


BosToN—Joseph Kaplan, president of 
Colonial Tanning Company, Inc., of 
Boston and Milwaukee, recently ad- 
dressed the members of the 16th Ad- 
vanced Management Program, under 
the auspices of the Harvard University 
Graduate School of Business Adminis- 
tration. Combining many years of in- 
dustrial experience and many years of 
intensive activity in the field of edu- 
cation on alcoholism, his topic was “Al- 
coholism in Industry.” 

Mr. Kaplan recently attended the 
Yale University School of Alcohol 
Studies, and is presently chairman of 
the executive committee of the Boston 
Committee for Education on Alcoholism, 
Inc. He was enthusiastically received 
by this group, which included top- 
bracket management executives from 
many major industrial firms and high- 
ranking officers of the United States 
Armed Forces. 
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PROFITABLE X-MAS 


tHRu EASTER seLttine 
EXCITING ANIMAL SLIPPERS 


‘Meippy 


AMERICA’S CUTEST FOOTWEAR 














Here’s the greatest, fastest promotional item in a genera- 
. tion, styled to catch the eye of every member of the younger 
f-», generation. 


RABBIT Powder Blue and 
Yellow Combination 


ELEPHANT Powder Blue and 
Pink Combination 


SIZES 5-12, FULL SIZES. 


S$] 85 


Made with Skipnor uppers. Contrasting ll 
platform. Animated Rolly-eyes. 


Each pair carries the Parents’ Magazine 
Seal of Approval. 


One week delivery. 
GUARANTEED 


a a PARENTS 
Skippy FOOTWEAR CORPORATION SEE 


215 EAST 22ND ST., NEW YORK, N. Y. 
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Autograph Parties Build 
Shoe Sales | 


AvuTocRAPH parties with sports celebrities as-the guests 
of honor have been tested as good will builders by Joe 
Rue’s, Shoes For Men and Boys. Santa Monica, California, 
and have been found highly successful. Greatly increased 
Feats sales have been the direct result of the parties. Sales of 
Bee boys’ and young men’s shoes have increased 105 per cent 
: since the recent autograph party at which the Hollywood 
Stars baseball team signed autographs at the store. 
































PROUDLY ANNOUNCES TO THE TRADE 
THE APPOINTMENT OF 


SIMON WEINER 





Joe Rue, who for 22 years was an umpire, “the man in 
blue” in the major leagues, the bush leagues and the minor 


AS THEIR DISTRIBUTOR FOR ae leagues, finds it easy to stage baseball autograph parties, 
since he is acquainted with many players. However, it isn’t 

METROPOLITAN NEW YORK as hard to obtain the services of celebrities for promotional 
ie stunts as you might think. Any merchant can do it. People 


AND NORTHERN NEW JERSEY 3 in the news, sports heroes, actors and actresses all need 

“4 varied and continual publicity. Local baseball or football 

heroes, or basketball teams in town for games against the 

local teams, are good possibilities for autograph parties to 
be staged in your own shoe store. 

Joe Rue staged a double play by inviting the Hollywood 
| Stars team to a civic club luncheon, thus pleasing his club 
members and the baseball club, then having the autograph 
party at his shoe store preceding the luncheon, delighting 
every baseball fan in town. 

Between 300 and 350 boys, beside many of their fathers, 
mothers and sisters, crammed the small shop. Bicycles 
jammed the sidewalk, and, for an hour and a half, while 
the team members signed autograph books, baseballs, bats 
and programs, traffic was heavy in front of the store. To 
facilitate handling the throng, the baseball heroes, who 
soon stripped down to their shirt sleeves for the signing, 
were seated at small tables in the stockroom. 


RETAIL 








Simon Weiner offers you fast, cour- 


teous service —a complete line of Huskies in a wide 
assortment of colors for Men, Women and Boys. 





most : ‘ Beneath a mural of baseball's greats at the rear of his 
pues tie nationally adver shoe store, Joe Rue, right, and his partner, Hugh R. Canon, 


tised, fastest-selling moccasin in America. discuss a new line of oxfords. 


Write .. . wire .. . or phone today. A three-column, six-inch advertisement in the local paper 
was the only advance news carried about the baseball party. 


S | M O N W Ee | N E R ee “I think the most important thing about our party,” said 
* Joe Rue, “was the fact that we didn’t try to sell shoes at 
eas all. The shoes were there. of course, and while the children 

134-6 Duane Street, New York 13, N.Y. : and their parents waited to see the team they looked 

around. but we made it a point to do no selling while the 

party lasted. This good will gesture did us more good. I’m 

certain. than any shoe salesmanship could have done.” 
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Mr. Rue’s future plans for similar stunts include football 
autograph parties and. next spring. his cooperation with 





This small fry, the proud possessor of a uniform like his 

heroes’, members of the Hollywood Stars baseball team, 

secures an autograph from Art Schallock, pitcher for the 
team, while manager Fred Haney looks on. 


the Junior American Legion baseball banquet. which he 
will help local civic groups in sponsoring. 





Omaha Day Promotion 


Packs ’Em In 


Omana, NeB.—Shoe sales were up an average of 5 
per cent as the result of an Omaha Day promotion. the 
first since 1941, in which special prices were offered for 
one day. it was revealed recently by check of representa- 
tive shoe stores and departments. Member stores of the 
Associated Retailers sponsored a 56-page special edition for 
the event and increased their sales forces for the day. 

Richard K. Einstein, sales manager of J. L. Brandeis & 
Sens, chairman of the retailers committee. declared the 
response to the promotion was “tremendous.” while Dan 
Campbell, vice-president of Thomas Kilpatrick & Co.. 
observed there were “more transactions than expected.” 
“One of the store’s biggest days in history.” was the com- 
ment of M. Cooper Smith. manager of the J. C. Penney Co. 
Throngs were on hand when the stores opened and were 
busy until closing hour and after. Coupons were issued 
entitling shoppers to ride the streetcars and buses free 
in the forenoon and afternoon. 

Three buyers pointed out that the big increase in de- 
partmental traffic resulted in a good increase in sales of 
shoes not marked down for the promotion. 





New Store Opens 


Macon, Ga.—A new shoe salon, the Walden Shoe Store. 
has opened business at 334 Third Street, Macon, with R. B. 
Walden as owner and operator. The fixtures in the store 
are of birchwood; the walls are pale green; and the ceiling 
cream colored. Flourescent lighting is used. Inlaid linoleum 
floors are in the front, while the rear of the store has 
taupe color carpeting. Nationally advertised shoes are 
carried. 
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$3.95 


RETAIL 
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Cooperative Promotion 
Boosts Shoe Sales 


CHEYENNE, Wyo.—The second an- 
nual Fall Harvest Sale staged under 
the direction of the Merchants’ divi- 
sion of the Cheyenne Chamber of Com- 
merce as a two-day event, not only re- 
sulted in a sharp increase in unit sales 
volume of shoes but served to boost dol- 
lar shoe sales at least 10 per cent, 
buyers and shoe store proprietors re- 
ported. Most of the departments fea- 
tured special prices on broken lots and 
special purchases of shoes, but regu- 
larly-priced merchandise also was given 
choice display space with excellent re- 
sults. 

Shoes that have been most in demand 
so far this season were best-sellers dur- 
ing the Fall Harvest Sale, 
noted. 
brown suede sling pumps at Cheyenne 
Shoe Store, 








Photographs of Students 
Help Sell Shoes 


BURLINGAME, CALIF.—Advertisements 
directed especially at teen-agers have 
prometed sales at the Smith and Heller 
Shoe Store of Burlingame. Twice a 
week, a prominent student from a 
neighboring high school poses in a pair 
of their shoes. The shoe part of the 
picture is shown in an advertisement, 
with a few clues to the identity of the 
wearer. The entire picture is repro- 
duced on another page together with a 
brief sketch of the student’s school ac- 
tivities. 





Abraham M. Heller, owner, reports 
an increase in sales, particularly in 
the advertised style, due to this appeal 
to young customers. 





Leased Department Opened 


LONG BRANCH, N. J.—Leonard Vogel, 
who operates a leased shoe department 
in Rodger’s Department Store in Ches- 
ter, Pa., has opened another department 
here in the Vogel Department Store. 
Both leased departments are the salon 
type and only branded lines of shoes are 
carried. Mr. Vogel makes his headquar- 
ters in Chester. 





buyers | 
Included were both black and | 


and medium-heel sling | 


pumps in calf with latticed front at | 


Tober’s Shoe Store. 

Wasserman’s reported best-seller 
status for a wedgie casual with both 
heel and ankle straps. 
of both suede and calf, in brown and 
black, with matching bags, accounted 
for volume selling at The Bootery, 
where genuine reptiles also had a good 
play in the fashion shoe section. 


Baby Doll flats | 


The | 


latter were high-heel platforms with | 


single ankle strap. Black, brown, green 
and red were the best colors, while rep- 


tile and suede combinations also at- 


tracted considerable interest. 


At Grove’s, the new half-Wellingtons | 
were best-sellers, following a trend | 
which has lasted for several weeks. | 


This new dress boot for men was pur- 
chased generally for wear with both 
blue jeans and slacks, as well as for 
week-end outings, football games, pic- 
nics and general outdoor wear. 





Greater Buffalo Retailers 
Elect Officers 


BuFFaLo, N. Y.—Edwin Lauck was | 


elected president of the Greater Buffalo | 


Shoe Retailers’ Association at the recent 
annual meeting here. Mr. Lauck suc- 
ceeds Michael Santercole. 

Other officers are Benjamin Thom, 
vice-president; Oliver F. LaReau, secre- 
tary; Benjamin Etkin, treasurer; and 
Carl Hoffman, attorney. The board of 
directors includes George W. Cooke, 
chairman; and Charles W. Reis, George 
L. Seifert, Joseph Kirchhoff, Herman 
Meyer, Fred Manning, Clarence Lanich, 
Jerry J. Battaglia, Santercole, Robert 
Smith. 

Western New York directors are 





George T. Lemmler, Angola; Frank | 


Measer, Williamsville; Ray Emerling, 
Hamburg; William Lattimer, Ham- 


burg; Don Kenney, Lockport; Francis | 
A. White, Niagara Falls; Ted Boyer, 

Joseph Gurewitch, | 
North Tonawanda; Adolph Jasinski, | 
North Tonawanda, and Allen Brown, | 


Niagara Falls; 


Springville. 
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From cutting room to the cus- 
tomer's try-on, BURK’S KIP and 
ELK make good impressions. Tanned 


for serviceability, these leathers are 


characterized by fine finish, 
in wanted colors and 
weights. BURK leathers 
are alwaysa good buy! 












PHILADELPHIA 23, PA. 











Oldest Operating Chrome Tanners in the World 
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To Open Branch Store 


San Dieco, Cauir.—Boldrick’s Fine 
Shoes, which is owned by the San 
Diego Shoe Co., has just signed a lease 
for a branch store in La Jolla. This 
will be a complete family shoe store, 
featuring Winthrop shoes for men and 
Vitality shoes for women. 

Remodeling and redecorating have 
been undertaken to create a modern 
store with maximum efficiency and 
luxury. The new store will be under 
the management of Andrew G. Smith, 
who is general manager of Boldrick’s 
Fine Shoes. 

This concern has recently leased the 
three shoe departments in the Grant 
Department Store for San Diego. 





Shoes Added by Store 
In Suburb 


St. Paut, M1Inn.—Ralph’s, Highland 
Village on Ford Road, St. Paul, which 
recently opened a shop for women’s and 
children’s wear, has announced the addi- 
tion of a new shoe salon for misses, wo- 
men and children. 


Shoes for dress, sports and casual 
wear are offered in nationally adver- 
tised lines in a completely modern set- 
ting. 

Opening of the salon in an outlying 
district marks a decided trend in this 
area for establishing businesses in shop- 
ping centers away from Loop sections. 
The Highland location pulls business 

e 


from a better than average home dis- 
trict. There is easy access from Min- 
neapolis over Ford bridge. 





Reports Marked Increase 
In White Leather Orders 


New YorkK—The following statement 
was issued November 3 by Frank H. 
Miller, treasurer of G. Levor & Co., 
Inc., tanners: 

“We have read in the past month all 
sorts of things in print in the trade 
emanating apparently from persons 
who want to ‘speak their piece’ whether 
right or wrong and which ‘play down’ 
white for next Spring and Summer. 

“The facts are the following: At this 
time last year when talk of ‘playing 
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down’ white was much more rampant 
than this, numbers of our customers 
had placed orders for white kid (in 
suede and glazed) and white cabretta 

(in suede and glazed) but had done so 
cautiously and for what was varying 
proportions of what they thought they 
would need for the season. This year 
those same people have placed orders, 
deliveries against which we are already 
making, in very substantially more vol- 
ume than they did last year. Further- 
more, shoe manufacturers who did not 
place orders with us until February 
of last year and were harrying us se- 
verely in March and April for addi- 
tional deliveries, have also already 
placed substantial orders with us. 

“If one or two manufacturers were 
| placing orders we could say, as do 
| some skeptics, ‘hope springs eternal in 
the human breast,’ but when the num- 
bers who have done so place orders in 
volume, that induces a consensus which 
we have learned is usually right. 
| “At this writing, we know our white 
leather deliveries will be 50 per cent 
greater than last year and in all proba- 
| bility will be twice as large. The writer 
| well; remembers the scramble last 
| Spring for white leathers and the sub- 
| sequent chagrin of retailers in June 
and July when they were not able to 
fit and serve customers. Probably the 
shoe manufacturers are now also liv- 
ing with that remembrance. 

“One may say that we report these 
things selfishly. But that is not true. 
We will fill our orders and do substan- 
tially more business in white leathers 
in this season than last whether we re- 
port to you or not. We are, however, 
reporting so that if you see fit to do so, 
| you might make all of our mutual 

friends in the shoe manufacturing and 
| retail trade more comfortable in their 
minds and perhaps take from them 
some of the quandary that these diffi- 
cult days bring to operating minds.” 











Shoe Store Loses Lease 


ROCHESTER, N. Y.—Burke’s Bootery, 
259 Main St., East, announced it has 
lost its lease and is going out of busi- 
ness. 
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See Us At The BIG Shows 
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WEST COAST SHOE TRAVELERS ASSOCIATES . . 
SOUTHWESTERN SHOE TRAVELERS ASSOCIATION . . Dallas, Nov. 13-16, Southland 


POPULAR PRICE SHOE SHOW . . . New York, 
Yorker, Rooms 1465-1472 
If you plan on starting a profitable Cancellation Shoe Store in 
We will give you special attention and 
guidance. 


wus Shoe Ce 


‘Jobs In Fine Shoes From Fine Sources’ 
79-81 Reade Street, New York 7, N. Y. 
* Phone WOrth 2-5180-1 
Pacific Coast: Haas Bidg. Los Angeles 


your town, call us. 


Cable Address: ALBARISHOE 
Sample Office : 


Review of the 
Retail Trade 


[CONTINUED FROM PAGE 99] 


is being ordered and about 5 per cent 
less black. but more navy. blondes. 
red, green and multicolors. About 
5 per cent more casuals will be sold. 
he predicted, but tailored will be first 
and dressy second in volume. More 
calf and reptile materials will be 
ordered. 

The buyer in a similar store listed 
the sling pump as first. and observed 


Los Angeles, Nov. 13-16, 
R 486 


= 
Alexandria Hotel, Room 


Hotel, Room 307 


Nov. 27 to Dec. |, Hotel New 


policy for Spring would “be a wide 


selection with very little depth, to 
| determine which shoes are “right,” 
and then size them up. Incidentally, 


he has already ordered higher priced 
shoes for Spring. 

Departments handling better shoes 
have observed more resistance to 
price this Fall than a year ago, but 
ene buyer noted that if the customer 


| finds something she really likes, she 
will pay the price. For example, liz- 


ard at $25.95 to $29.95 have been best 
sellers in the high price category, 
while other materials over $20 have 


been hard to move. 


High-fashion buyers are enthusias- 
tic over sales prospects for the very 
open “stripping” sandals next sea- 
son, and expect to give them good 
promotion. Bags will be tied in more 


| heavily with shoe promotion, also. 


One buyer explained that in higher 
priced and novelty shoes, especially 


' in colors, it has been found that a 


matching bag often will make the 


i sale. 





that Nebraska women buy more san- 
dals per capita than for any other 
section of the country. He will buy 
heavily on sandals but very few ankle 
straps, with color more important 
than for the past several years. De- 
mand will be for $10 dress shoes 
where it used to be $15 to $17, he 
figures. This buyer was caught with 
too many linens last year, but figures 
he will have to maintain a fair selec- 
tion of such materials in order to 
maintain his department's prestige. 
One of Lincoln’s most successful 
women’s shoe retailers said that his 


Other trends this season reported 
by Lincoln buyers included greater 
demand for flats in casuals, while 
wedges have remained popular. Sling 
pump has continued in first place 
in dress shoes, with the half-inch plat- 
form most in demand. Snakeskin has 
dropped in popularity while lizard is 
up. Blue and grey have been surpris- 
ingly popular colors, while a wheat- 
tone was best seller at one store. 

* * * 


BLACK SUEDE PUMP BEST 
SELLER IN CHEYENNE 


CHEYENNE, Wyo.—A black suede 
pump with sling heel, ankle strap and 
open toe has been the October best 
seller at the Cheyenne Shoe Store, 202 
West 17th St., according to the man- 
agement. The model most wanted had 
a two and one-half-inch heel and 
single sole. 

Mrs. Ruth Chaney, who with her 
husband, Richard L. Chaney, owns 
the store, stepped to the foreground 
during annual Business and Profes- 
sional Women’s Week this Fall and 
personally endorsed “the ideal shoe 
for business women.” Mrs. Chaney 
also was featured in the store’s ad- 
vertising during the week. 

Ad copy pointed out: “Mrs. Chaney 
assists personally in managing this 
swank shoe store, and _ personally 
selected this classic little beauty in 
green, black or town brown kid, smart 
extension welt sole and boulevard 
walking heel.” 

Mr. Chaney reported that the pro- 
motion sold a lot of the shoes in 
question. 
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Hundreds of thousands of oppressed, poverty stricken men, women 


SHOE and LEATHER and children are moving out of the notorious DP camps into lands 
DIVISION of freedom . . . most of them into the new State of Israel. 
QUOTA $1,350,000 
“ie ... Your contributions kept them alive since liberation . .. Now, in the 
Murray Bernstein, Chairman : . é . e 
Shoe & Leather Division new State they live in overcrowded, ill equipped camps. . . with in- 
ne adequate sanitation, monotonous food ... and insufficient medical care. 
& 
Contributions from any No less than 80,000 DP’s now live under these depressing conditions 
& : : 
+ te cag pe Boag a <n in Israel . . . It’s our sacred duty to wipe out these abominable tent 
ever faith, will be deepl °° = 48 : . : 
samencliiet, Ply cities and to move these victims of oppression and suffering into 








habitable homes. 


Let’s put a HOME in thir HOMECOMING 
GREATER BOSTON 


COMBINED JEWISH APPEAL 
for $12,000,000 


to support the nation-wide $250,000,000 
UNITED JEWISH APPEAL 
CAMPAIGN HEADQUARTERS ~- 72 Franklin Street, Boston 10, Mass. 
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PRIMEX SHOE FITTERS 
are automatically adjusted to serve all custom- 
ers. Three separate buttons on the instrument 
panel provide light, medium and heavy pene- 
tration to accommodate the difference in thick- 
ness of men’s. women’s and children’s feet. 


PRIMEX is designed (1) to speed the buying 
decision (2) to get new, permanent customers 
(3) to modernize and beautify your store. 


For full details write PRIMEX EQUIPMENT 
CO., Dept. 11-B, 135 South La Salle Street, 
Chicago 3, Illinois. 


PR | fil EX alway? a Ef ee ! 


SHOE FITTERS 

















Novel Display Idea Builds Hosiery Sales 
For Shoe Store 


Denver, CoLo.—A simple display idea which has paid 
excellent dividends in the form of additional hosiery sales 
has been developed by W. A. Rasmussen, men’s shoe 
buyer for Fontius Shoe Company, here. 

Better priced men’s socks are displayed in 40 10x10x10 
inch glass bins, built into a “picture frame” behind the 
cash register counter at the front of the store. In the eight 
top bins, at eye-level, Mr. Rasmussen displays eight popular 
men’s sock colors, represented by balls of soft cashmere 
yarn, under inverted rose bowls. 

The colorful balls of yarn, kept neat by the bowls turned 
over them, are duplicated in the vertical bins below with 
ribbed, novelty knit, and plain-colored socks in the same 
wool. Colors include green, maroon, black, yellow, brown, 
blue and plaids. “Although we cannot follow through by 
duplicating the yarn colors with the actual hose in aH 
the bins, we have enough pairs there so that a customer 
whose eye is smitten by a particular color under a rose 
bowl can find several pairs in the same color and yarns 
below.” 

This clever display gives the customer “something to 
look at” while his shoes are being wrapped and cash 
rung up—and considerably amplifies the suggestion by 
salesmen that the customer take advantage of being in 
the store to buy socks along with his footwear. 





Plastic Spats for Rainy Days 


a 





This rainy-day outfit, made entirely of plastic, is worn by 
Mary Jo Stephens in Hollywood, Calif. The belted rain- 
coat, shoulderbag and beret are all trimmed with hand- 
braided plastic. To go with them are plastic spats, fast- 
ened with hidden snaps. 

The ensemble was designed by Irene Colle of Hollywood, 
who designs fashions of plastic in a wide range of bright 
colors. 
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Store Stages Campaign 
To “Make It a Take” 


CLAYTON, Mo.—The percentage of 
deliveries made per 100 customers has 
been cut by more than 16 per cent by 
the shoe department of Famous-Barr, 
Clayton, as the result of a “make it a 
take” campaign staged by the store 
training department. 

Seeking to cut unnecessary expenses 
in store operation, the campaign was 
aimed directly at customers living 
nearby, driving their own automobiles, 
etc., who could easily take their pur- 
chases home with them, instead of re- 
sorting to the store’s delivery service, 
according to the management. The 
contest, which covered almost one 
month, was placed on a department 
level, by requesting buyers to call a 
special meeting of employes and to 
stress importance of suggesting “takes” 
instead of deliveries in all sales. On 
the first day of the campaign, there 
was a favorable shopping report of 56 
per cent. By the last few days of the 
campaign, the percentage had risen to 
72 per cent, these figures representing 
the number of suggestions made per 
100 customers by salespeople. 

Personnel were surveyed during the 
campaign, to determine whether or not 
they were suggesting that customers 
take easily-carried parcels with them, 
rather than requesting them sent. 
Each salesperson was urged to use 
such carefully thought-out phrases as 
“Would you like to take it with you?” 
—You’ll want to take it with you, 
won’t you?” ete. In many instances, 
salespeople pointed out that the de- 
livery schedule was heavily overloaded, 
and that to avoid disappointments, it 
would be wise for the customer to take 
her purchase along. 

As a direct result of the three-week 
“Make it a take” campaign, deliveries 
have decreased noticeably throughout 
the store, according to the management. 
Salespeople, however, have been cau- 
tioned not to slack off on the “take it 
with you” suggestion by constant bulle- 
tin reminders, supervision by buyers, 
shopping reports, etc. With adequate 
parking space for hundreds of auto- 
mobiles in front of the store, the 
Famous-Barr management feels that 
asking for delivery is a carry-over from 
shopping habits in the Famous-Barr 
downtown store, rather than a real 
necessity with most customers. There- 
fore, the campaign will be carried on 
continuously, until all customers who 
drive their automobiles to the new 
Clayton store likewise make it a habit 
to take their purchases with them. 





Chain Store Owner Plans 
Big Game Hunt 


WarRREN, N. H.—Ira H. Morse, 74- 
year-old head of the chain of New Eng- 
land shoe stores bearing his name and 
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IN STOCK—IMMEDIATE DELIVERY! 


SEND FOR CATALOG 






1111—Black suede. * 
Lark last, 17/8 heel, 
AAAA to C to 10. 1660. 
1113—Same in black calf. 1640. 


OF PROVEN SELLERS 


Avalon 





1024—Black suede. 
Dot last, 17/8 heel, 
AAAA to C to 10. 1660. 

1171—Same in black calf. 1640. 









1172—Black suede. 
Dot last, 18/8 heel, 
AAAA to C to 10. 1660. 





1103—Same in black calf. 1640. 







Prettie 


1106—Black calf. NQ 
White stitched exten- . 
sion sole. Diana last, 17/8 
heel, AAAA to C to 10. 1660. 
1107—Same in brown calf. 1660, 


"Makers of DK Ra NATIONALLY 

Women's Fine Footwear 4 ee ADVERTISED IN 
exclusively Rtippendorf _ 
since 1872" FOOT REST Ladies’ Home Journal 


New York Showroom: 
MARBRIDGE BUILDING 





SHOES. 
+ 
CRrerExie’ 
THE KRIPPENDORF-DITTMANN CO. . 


Good Housekeeping 
and Cosmopolitan 


CINCINNATI 2, OHIO 








founder of a museum here which con- 
tains one of the world’s rarest collec- 
tions of footwear from far corners of 
the world, plans to leave late in Novem- 
ber for his eighth expedition into 
Africa. He will be accompanied by his 
wife, Lillian, who has become a veteran 
traveler and big game hunter in her 
own right. 

Mr. Morse has made five hunting ex- 
peditions and two sight-seeing trips to 
British East Africa, with Mrs. Morse 
accompanying him on the last three 
trips. Mrs. Morse, who brought down 
her first elephant on a brief safari in 
the Winter of 1947, will be after her 
first lion on the coming trip. 


Reports Good Fall Sales 


Of Casuals 


Horyoxe, Mass.—The Murphy & Es- 
cott Shoe Store, 282 High Street, 
Holyoke, which carries high grade 
shoes, reports that Fall retail sales cur- 
rently are below last year’s. There is 
a bigger demand for casuals and the 
trend is toward low heel shoes, the 
store reports. : 

Messrs. Murphy an@ Escott were as- 
sociated with the Thomas S. Childs 
Shoe Store, of Springfield, Mass., for 
20 years until February, 1947, when 
they opened their own store in this 
city. 
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Snow-tread 
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Tingley-Relianc Rubber Corporation 


Store to Operate Own 
Shoe Department 


OTtuMWwaA, Ia.—Reynolds Store for 
Women, of this city, has recently taken 
over operation of the shoe department 
previously leased to Moore and Gramath 
of Iowa City. R. C. Wise is manager of 
the department, which features wo- 
men’s shoes at prices ranging from 
$5.95 to $14.95. 


Buys Suburban Store 


Oak PaRK, ILL. — Queen Quality 
Salon, Inc., has recently purchased Ben 


122 





SS STREET. RAHWAY. N. J 


Davis Shoes in this Chicago suburb. 
The men’s shoe lines have been discon- 
tinued by the store. The new owner 
will take possession February 1. 


Opens in New Location 


NEW ORLEANS, La.—The shoe salon 
of the new Gus Mayer Store opened 
recently at the corner of Canal and 
Carondelet Streets, is located on the 
street floor and features famous names 
in footwear. The new children’s shoe 
shop is on the fourth floor. The new 
store replaces the store the company 
had operated for half a century at 823 
Canal Street. F 











| Shoe Co., Ltd., Perth, Ont. 
named, along with the other 1949-50 of- 








_ Named Manager of New 


A. S. Beck Store 


ATLANTA, GA.—Thomas Taylor has 


| come to Atlanta to-manage the new 
| A. S. Beck shoe store at Whitehall and 
| Alabama Streets, S.W. 


A native of 
Anderson, S. C., he has been with the 
company 17 years, and was formerly 
manager of the company’s store in 
Perth Amboy, N. J. 

The new store is displaying Fall 


| shoe styles ranging from the completely 
| closed pumps to the sandals. 





Shoe Department Enlarged 


FRESNO, CALIF.—In a store remodel- 
ing program, just completed at a cost 
of $250,000, Rodder’s Mademoiselle, a 
local department store at 1045 Fulton 
Street, the shoe department has been 
expanded and departmentalized. The 
new department was featured in a full 
page ad in the Fresno Bee on the occa- 
sion of the opening, featuring 40 dif- 
ferent styles at $6.95 to $10.95. All 
types were illustrated and priced in the 
ad, and a convenient coupon for mail 
orders was printed in the lower right- 
hand corner of the ad. The owners are 
A. L. and S. E. Rodder. 





Canadian Manufacturers 
Name New Officers 


TORONTO, ONT.—Succeeding L. Paul 
Duchaine of Quebec as president of the 
Shoe Manufacturers’ Association of 
Canada is Eric M. Sabiston, vice-presi- 
dent and general manager of the Perth 
He was 


ficers and directors, at the 31st annual 
general meeting of the Association’ in 
Toronto recently. Other officers are 
first vice-president, Homer Dufresne, 
Dufresne Industries Ltd., St. Pie, Que.; 
second vice-president, H. H. Gibeau, 
John Ritchie Co., Ltd., Quebec City; 
executive vice-president, Frank Milling- 
ton, Montreal; secretary, Lionel Theo- 
ret, Montreal. 


New Shopping Center Has 


| 200-Car Parking Area 


ROCHESTER, N. Y.—Heller’s Bootery 
has been opened at 1677 Mt. Hope Ave- 
nue in the new Mt. Hope Shopping 
Center. Parking area is provided for 
200 cars. The store features footwear 
for men, women and children. Free 
gifts with purchases at the formal 
epening included cigars for men, nylon 
hose for women and knit hose for 
children. 





Shoe Salon Opened 


Houston, TEx.—The Delmanette 
Shoe Salon has been opened on the 
first floor of The Fashion Store here. 
It is under the management of A. S. 
Blatt. is ; 
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Gay colored soles of crepe 
rubber match the coltskin 
leather in this ankle boot, 
warm but not cumbersome. 
“Snow Topper,” designed by 
Joyce in holly red, bright 
green, golden palomino, 
dark brown. 





of extremely soft leathers. Both, however, carry soles which 
carry out the idea of warmth and softness. Often these are 
of crepe or of sponge rubber. 


* & # 





Angeles housewife and mother. They slip easily on or off 
the child’s shoes and serve to protect the shoes from the wear 
and tear of crawling and kicking around. They’re made of 
pliable waterproof material and will keep baby’ s feet dry. 


&# 2 @ 


THE popularity of the open toe sling pump continues; so, 
too, does the platform sole under an inch in height. Variety 
in this shoe depends on individuality of treatment in throat 
ornaments and, sometimes in platforms. Depending on the 





t T 





Style interest in this sling 
pump lies in the basket ef- 
fect on the ornament and 
platform. Designed by John 
Walsh for Bourbeuse Shoe 
Company. 











detailing, this basic pattern can be strictly tailored, softly 
tailored or dressy. For Spring and Summer days and for a 
great many style-minded women, the sling pump is the per- 
fect answer to most shoe needs. It is cool, it is flattering 
and it is comfortable. 
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TRADE BUILDERS 


e Smarter Looking @ Top Quality 
Leathers Finer Workmanship 

e Better Fitting Lasts @ Outstanding 
Values e AND A COMPLETE 
TRADE BUILDER STOCK 












These “Scuffers” for baby’s shoes were invented by a Los | 


e With Same Day or Overnight Service 
e AT YOUR OWN BACK DOOR 
e See the List Below. 


Tie Up With TRADE BUILDERS 
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Style ERIC 
A rugged, smartly styled 
oxford made from Ar- 
mour’s Brown Kip upper 
leather. Ankle fitting com- 
bination fast with full 
leather midsole and oak 
bend outsole. Steel arch 
support. 
YOuR COST 
$6.00 
Slightly higher, 
Denver west. 

























Widths C, D and E 


Sizes 5-12 Sizes 13, 
ASK FOR OUR LATEST 14, and 15 available 


IN STOCK FOLDERS at small extra cost. 























ifornia 
Les Angeles, Chesney Shoe Co. Lincoln, Branch Bros., Inc. 
Sacramento, Van Voorhies- Phinney Omaha, Driscoll Leather Co. 



















Co. New York 
Colorado Buffalo, Reiiable Wholesalers, Inc. 
Denver, Kemp Shoe Co. New York, a 






Florida 
cksonville, J. H. Churehwell Co. Cincinnati, Trade Builder Shoe Co. 
cranes usehwell Co. Cleveland, Bibow & Srail Shoe Ca., 











Atlanta, Gramling & Coilinsworth, Ciovelned. Whitney-Roth Shoe Co. 






inc. Toledo, Ainsworth Shoe Co. 
} _ Mlinois Zanesviile, Black & Grant Co. 
| Chicago, Keehn Brothers Pennsylvania 
| Peoria, John Moser & Son — Beil, Walt « Co., 







P itaburat, Newell & Schneider 
York, D. 





Indiana 
Indianapolis, E. P. Bayless Shoe 
Co. 





. Peterman & Co. 
” Temmaaee 





lowa 
Cedar Rapids, Otis Leather Co. ks 
Dubuque, Merchants Supply Co. Bristol, King Bros. Shoe Co., Inc. 













{ Kentucky Knoxville, McCallie Shoe Co. 

| Scottsville, J. L. Turner & Son a & eae 

; Louisiana Sica 

| Shreveport, Lee Dry Goods Co. Houston, Hogan- Allnoch Dry 
Maine Goods C 

| Bangor, W. S. Emerson Co., Inc. 

| Massachusetts Salt Lake City, Zion’s Cooperative 
| Springfield, M. T. Shaw Shoe Co. Mere. Inst 






of New England, Inc. 






‘ /ashington 
Seattle, Washington Shoe Co. 
Spokane, Adams Leather Co. 






Michigan — 
Detroit, a Shoe C ‘est 
Grand as, Hechstre 1 Shoe Co. b 
Saginaw, Michigan Shoe Co. Huntington, Jeff Newberry Co. 
Wisconsin 








Duluth, KromearDeiath Co ean Gaeta: aoe 
Minneapolis, J. W. Love & Co. — 


Co. 
Oshkosh, H. C. Roenitz Co., Inc. 












M. T. SHAW, INC., Coldwater, Mich. 














», | Novel Quiz Checks “Suggestion Selling 
Habits” 

$ ALESPEOPLE in the shoe department of Famous-Barr, 
St. Louis, were recently stepped up in suggestion-selling 
efficiency by means of a “quickie quiz’—designed to in- 
dicate to each whether she was sufficiently well versed in 
department information to do a good selling job. 

Putting a lot of emphasis on suggestive selling to increase 
unit sales for the remainder of 1949, the management asked 
| each salesperson to take a quiz which was headed, “Just 
| for fun, let’s check ourselves on suggestion selling habits 
that increase your sales and give service to your customers.” 

Below were two columns of spaces for checking “Yes” 

r “No.” A list of questions followed, which were: 

“1. Do I always know my department ads? 

“2. Do I always show the item I suggest? 

“3. Do I tell my customer what is new about new mer- 
chandise? 

“4. Am I sincere and enthusiastic when I suggest? 

“5. Do I direct customers to related departments? 

“6. Do I offer suitable substitutes when I do not have 
| the merchandise asked for? 

“7. Do I attempt to sell better value through higher 
priced merchandise? 

“8. Do I conscientiously attempt to increase the average 












the ADRIAN 


was born 
Dyers ago 















sale? 
- ; | “9. Do I call attention to special values in my section? 
Adrian originated, pio- | “10. Do I suggest specific merchandise rather than saying 


| ‘Anything else?’ ‘Is that all?’ or “What else?’ ” 

| At the bottom of the quiz, copy stated, “To find your 
| suggestion-selling score, count each ‘Yes’ as 10 points, and 
gave this great merchandise aid to the | total. For a humorous touch, employees were scored as 
Red Hot if they hit 100 per cent; 90 per cent was Hot, 
down to 60 per cent, where the quiz stated, ‘You're Frigid 


” 


as always, machines designed by Adrian “A : mn 
’ Pa ‘ —and it’s burning us up! 
are the finest in X-ray shoe fitting | Use of the quiz got immediate results, as employees 

Adrian will always be the | boned up on details of their stock, checked ads more 


equipment. “sr : tage : ° 
. . é closely, and responded by turning in far more suggeste 
leader since there is no substitute es 


neered and developed X-ray shoe 
fitting equipment. Thirty years ago he 


shoe retailers of America. Today, 





for experience! 
| New Retail Association Formed 

Port Huron, Micu.—The latest of a series of meetings 

held in various cities of Michigan has resulted in the for- 


mal organization of the Port Huron District Shoe Retailers 


When you buy an | 
| Association. The gathering was held at the Lauth Hotel 


Adrian you can be 
sure you're buying 
the best — so drop 
us a line and we'll 
be happy to send 


you our catalog. 


in Port Huron, and drew a representative turnout of retail- 

ers from nearby counties north into the Thumb district of 

Michigan. A total of 41 shoe men attended. 

Howard Preston, president of the Michigan Shoe Retail- 
ers Association, spoke, and was the official greeter. Others 
| who talked on shoe merchandising and organization in- 
cluded Steven J. Jay, president of R. H. Fyfe and Company, 
and a director of the NSRA, and E. T. Nunneley of Mount 

| Clemens, a state director. 

Mr. Preston showed a series of motion pictures on skiing 
at Sun Valley, the Marshall Field film on courtesy, “By 
Jupiter.” and the Encyclopedia Britannica’s “Making 
Shoes.” Francis Goldey, field representative for the Michi- 
gan Retailers Association, talked on cooperation. Plans 
to hold monthly meetings were made. 

Cooper Johnson of the Johnson Shoe Store of Port Huron 





m.B. TLL 


ay i ee kk ee \\ y was elected the first president. Other officers are Earl 

Orugamalors of X-Ray Show Gilling Marteneau and Phil Moreauino, directors, with special 

eS ae a ee responsibility for programming; Roy Strom, vice-president; 
| and Harold Dear, secretary-treasurer. 
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Correction 


The name of the manufacturer of 
this shoe, the Tweedie Footwear Cor- 
inadvertently 


poration, was omitted 





from the shoe’s description, published 
in Boot AND SHOE RECORDER, issue of 
Nov. 1. It is a dressy sling in three 
shades ranging from light beige to 
brown for wear with light colored 
dressy resort or Summer clothes. 





Schiff Store Opened in 
Drive-In-Center 


CoLuMBus, O.—Schiff’s Shoe affiliated 
with Shoe Corporation of America, has 
opened its sixth store in Columbus, at 
3734 East Broad Street, in the Town 
and Country Drive-In Shopping Center. 

Meyer Ruden, with the company for 
ten years, has been named manager of 
the new store, which has shoes for the 
entire family. One of the outstanding 
features of the store is its windows, 
which display shoes and are visual type 
with no background so that the entire 
store can be seen by shoppers. The en- 
tire planning of the store was under 
the direction of Arthur Taylor. 

The Shoe Corporation of America re- 
ports that its*sales for September of 
$3,720,194.01 showed a gain of 3.26 per 
cent over the same month of 1948, and 
brought the year’s total to Oct. 1 to 
$25,202.005 for the nine months, a gain 
over the same 1948 period of 1.92 per 
cent. The Corporation has 335 retail 
units this year, compared with 329 in 
1948, 





Appeal to Funnybone 
Hikes Shoe Sales 


OcpEN, UTAH—By featuring original 
cartoons caricaturing foot problems, Dr. 
Wallace G. Greenwell, of the Health 
Spot Shoe store, Ogden, is providing his 
customers with something to do while 
they wait for service in his shop. 

“My patrons read the cartoons, and 
it puts them in a good mood for extra 
shoe sales,” said Dr. Greenwell. “I find 
their sense of humor makes them more 
genial customers—especially when they 
smile at Little Worry Wart in ‘Out Our 
Way,’ and ‘Funny Business’ cartoons. 
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IN STOCK 

FOR IMMEDIATE 
DELIVERY 

774—Tan and Smoked Elk 
Moccasin Oxford 

6% te 8,8, C, D ..$3.50 

8% to 12, A, B,C, D, $4.00 

12% te 3, A, B, C, D, $4.50 


5% — 15 Days, 
Net 30 Days. 


Terms: 


An eye appealing combination of brown and smoked 
elk, styled in CHILD LIFE’S outstanding moccasin pattern. 
Designed for either boys or girls. This salable 

pattern is just one of many which make the 
CHILD LIFE line a pleasure to fit... a pleasure to sell. 





10,: Wis. 








S. CALIFORNIA NEW YORK OFFICE MN. CALIF., WASH. & OREGON 
E. E. Kappel, Jos. Wasserberger & Son, C. F. Bearce 
315 McHenry Rd., $57 Marbridge Bidg., 2345 Lambert Drive, 
Glendale 6, Calif. New York 17, N.Y. Pasadena, Calif. 








“When I see a cartoon showing ‘Ma’ 
with her shoes off, after a busy shopping 
tour, I write to the cartoonist and re- 
quest the original drawing. Sometimes 
I put them in the window, and when 
I do I find I get extra trade. Patrons 
come in and ask about them, and tell 
me their foot troubles and presto—I 
have made another sale.” 





Shoe Man Buys Out Partner 


DetTroIt— The Peoples Shoe Store, 
southwest suburban store at 8026 West 
Jefferson Avenue, is being taken over 
by Leonard Galper as sole proprietor. 
Harry Schwartz, partner with Mr. 


Galper since the two took over the Peo- 
ples from Isaac Lebovitz a year and a 
half ago, has sold out his interest to 
Mr. Galper, and will concentrate his ac- 
tivities upon the grocery business which 
he also operates. Mr. Galper, formerly 
with the A. S. Beck Shoe Company, will 
continue as active manager of the store. 





New Shoe Store Opened 


BALTIMORE, Mp.—David’s Shoes re- 
cently opened at 3427 Belair Road here. 
featuring nationally advertised brands 
of footwear. Gifts were given with each 
pair of shoes purchased. 
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REDUCE WRAPPING COSTS WITH 


THE HANDLE THAT SEALS THE PACKAGE 





With Carry-Pack you can utilize original shoe boxes 
as containers and please your customers because 
Carry-Pack not only seals the box but also provides 
a strong convenient handle. 


Available in a number of pleasing colors, Carry-Pack 
can be imprinted with your distinctive trademark, 
store name and provide extra advertising at little cost. 


Carry-Pack is fast — you can seal any package in as 
little as six seconds. 


If multiple purchases require a specially wrapped 
package, the Carry-Pack method is neater, faster, 
cheaper. The convenience of the Carry-Pack handle 
will make new friends for you. Carry-Pack Dispensers 
are supplied on a loan basis—no investment required. 








BAGS 
OR PARCELS 


FITS 


} 


Vg ts BOXES 


CARRY-PACK CO.,LTD. 


932 WRIGHTWOOD AVENUE, CHICAGO 14, ILLINOIS 








Optimism the Keynote at 
National Shoe Fair 


[CONTINUED FROM PAGE 67] 


creased at the same pace as purchasing power, he said, 
shoe consumption per capita would be 4.6 pairs, instead 
of 3.15. 

The opportunity for the shoe industry, he said, lies m 
the fact that “the real purchasing power of our popula- 
tion—that is, the disposable personal income after taxes 
and full correction for increased prices—in the first half 
of 1949 was 5 per cent above the same half of 1948 and 
was at a level 52 per cent over 1940.” 

“It would seem obvious,” he concluded. “that a sub- 
stantial increase in shoe potential, both in pairs and dollar 
expenditures, could result from the shifting of millions of 
families to higher income groups. Increased pairs per 
capita would be the result if the men and women were to 
take on the shoe consumption habits of the income groups 
into which they moved.” 


Mayfield Warns Retailers 


Frank M. Mayfield, president, Scruggs, Vandervoort & 
Barney, St. Louis, speaking at the Tuesday luncheon meet- 
ing, sounded a warning that the road ahead of shoe re- 
tailers in the immediate future will not be an easy one, 
but that “there is nothing wrong with our economy that 
hard work will not cure.” Mr. Mayfield reviewed the 
history of shoemaking and shoe retailing from the early 
days to the present, and pointed out that today the shoe 
department is one of the most important in the total de- 
partment store operation because it does more than 4 per 
cent of the total store volume. This figure is growing, he 
said, because of the fashion changes in shoes, and fluctuates 
greatly from year to year. 

The average sale in shoe departments in 1949, he ex- 
plained, dropped only one-tenth of 1 per cent, contrasted 
with a drop in the average sale of all departments of 7 
per cent. This would indicate that shoe prices should come 
down, and he expressed the belief that devaluation of 
foreign currencies with their effect on raw materials 
markets, and imports from the sterling areas, may very 
well force shoe prices down. 

The Spring of 1949, Mr. Mayfield pointed out, was the 
worst on record in department stores from a sales stand- 
point since 1932. Retailers will have to revitalize their pro- 
motion, their selling, their display, and manufacturers will 
have to help retailers if both are to have a profitable opera- 
tion in shoes. The retailer will have to concentrate on 
ebtaining a faster stock turn if he is to show a profit, 
because obsolescence makes markdowns which eat up 
profits. Faster deliveries, smaller initial orders, more fill-ins 
will be necessary for the retailer in order to show a profit. 

So far as general business conditions are concerned, “We 
are in the midst of a serious price readjustment,” he em- 
phasized. “There is no prospect for it to end before six 
months,” he added, “and the period may be longer if labor 
troubles continue.-3Ve must face the situation.” 

Admitting that he was somewhat pessimistic about the 
immediate future. Mr. Mayfield said, however, that we have 
been through business cycles before, and that the average 
well-operated store will live through the small readjust- 
ments which we will have to make this year. 
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AS THEIR CHOICE 
OF 5) PUBLICATIONS 


SERVING THE SHOE INDUSTRY 













In BOOT AND SHOE RECORDER, October Ist, Barbour Welting Company, Brockton, Mass., largest producers of 
Welting for shoes and 30 manufacturers of nationally advertised men’s shoes cooperated i in a 40 page 

insert. Barbour offered 37 men’s shoe manufacturers the opportunity to cooperate in this vigorous promotion . . . 
and gave them a choice of placing it in any retail shoe paper. Of the 37, 30 said “We want our advertising in 
BOOT AND SHOE RECORDER.” 


This was a logical choice and a natural choice because “everyone in shoes reads BOOT AND SHOE RECORDER.” 
Its the one business publication reaching the majority of key retailers and department store buyers of the nation. 
These cooperating manufacturers, a fair cross-section of the whole shoe industry, realize that RECORDER Leader- 
ship in Editorial Content, Reader Interest and in National Circulation* is unchallenged. 


We are proud of the fact that BOOT AND SHOE RECORDER enjoys such confidence with so many manufacturers 
of leading national brands of shoes. 


GET ES MORE RETAILERS anno BUYERS 


READ AND SELECT * ABC Audited 22,266 Circulation, June 1949 
BOOT sano SHOE 


. RECORDER... Publication 


100 EAST 42nd STREET NEW YORK 17, Me ¥. 
ABOVE ALL OTHER BUSINESS PAPERS 
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S hoe-bu ying public 


puts comfort first, SURVEY REVEALS 





STYLE SECOND, OTHER FACTORS TRAIL, WITH 
LEATHER PREFERRED AS “NORMAL AND NATURAL” 





What are the average American’s 
preferences in footwear — and why? 
Seeking definite answers to these 
questions, the Sole Leather Bureau 
sponsored a survey among a cross- 
section of hundreds of consumers of 
both sexes, including various ages, 
income groups and vocations. Every 
member of this cross-section was in- 
terviewed by scientifically trained 
investigators. 





Chief factors influencing shoe-buy- 
ing were found to be comfort, style, 
quality, price and durability — zn 
that order of importance! It was further 
established that “‘leather is regarded 
as normal and natural, whereas other 
materials are associated with abnor- 
mal and negative elements of health 
and personality." 

While the findings of this tho- 
rough-going survey may disturb com- 
placency in some quarters, they are of 
enormous value to the shoe trade as a 
whole — because they spell out the 
most effective appeals that can be 
used by manufacturers and retailers 
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alike in promoting sales. In other 
words, for more successful selling 
give consumers what they want most 
— the style and comfort they know they 
can only get from leather! 


LABORATORIES GIVE LEATHER 
A CLEAN BILL OF HEALTH 


It can be truthfully claimed that 
the inherent qualities of leather make 
it the ideal material for promoting 
foot-health. This has been well es- 
tablished in scientific tests made on 
subjects wearing both natural leather 
and synthetic shoes. A fair summary 
of such comparative, unbiased tests 
can be stated as follows: 

Leather is the only material that ad- 
mits air — t.e. that “‘breathes.” 

Because of its rapid absorption and 
evaporation of sweat, shoe leather is the 
least likely agent to carry fungus infec- 
tions of the foot. 

The characteristics of leather most 
closely resemble those of the skin. There- 
fore, leather is the healthiest foot cover- 
ing now available 


TO LEATHER’S NATURAL 
ADVANTAGES ENGLAND WALTON 
ADDS THESE “EXTRAS” 


England Walton brings you not 
only the finest sole leather obtain- 
able — products of expert tannage — 
but the additional advantages of 
FIBRE-SORTING, as shown by these 
three greatly magnified cross-sections 
of sole leather. A and B are similar in 
fibre-structure; C is noticeably differ- 
ent. England Walton experts will 
pair A and B, and find a matching 
structure for C. That's the England 
Walton ‘“‘extra’’ that means paired 


flexibility and longer, more even wear 
. a plus feature for your customers 
and for you! 











England Watton 


FIBRE-SORTED 
SOLES 


Cut soles and sole leather 


England Walton 
Division 
A. C. LAWRENCE 
LEATHER COMPANY 


Boston «e Camden e Peabody 
New York « St. Louis 





Columbus « Milwaukee 
Los Angeles « San Francisco 
Ashland, Ky. e Newport, 
Tenn. « Hazelwood, N.C. 
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. Shoe News 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Prices and Tariffs Discussed by Tanners 





Shoe Production Stable, It Is Stated at Chicago Meeting, But Alterna- 
tive Materials and World Trade Restrictions Add to Industry’s 
Troubles 


CHIcAGO.—Predicting that shoe pro- 
duction next year will be about the same 
as in 1949 and pointing out that con- 
sumption of shoes per capita has shown 
itself to be relatively stable, W. W. 
Stephenson, executive vice-president of 
the National Shoe Manufacturers Asso- 
ciation, told members of the Tanners’ 
Council, at its annual meeting here just 
after the close of the National Shoe 
Fair, that this same stability may not 
be found in the field of leather, since 
“two hundred million pairs of shoes will 
be made this year with non-leather bot- 
toms and fifty million pairs with non- 
leather uppers. In addition, there will 
be another 25 million with split leather 
uppers which formerly used grain or 
flesh-out suede.” 

Agreeing that the use of alternative 
materials constitutes a threat to the 
leather industry, Sherwood B. Gay, re- 
tiring president of the council, pointed 
out other detrimental factors such as 
“the squeeze between stubborn costs on 
one hand and continuing price resis- 
tance on the other,” added to which the 
tanner must face foreign trade condi- 
tions which have left “the United States 
virtually an island of free enterprise 
and free competition in a sea of artifi- 
cial trade restrictions, state trade sub- 
sidies and exchange.” The council, he 
said, has made it abundantly clear that 
“what hurts us as tanners is certain to 
affect our customers and all the con- 
sumers of shoes and other leather 
goods.” 

Clayton F. Van Pelt, head of the 
Fred Rueping Leather Company, was 
elected president of the council. 

Enlarging on the subject of the large 
quantities of alternative materials now 
in use in the shoe industry, Mr. Stephen- 
son said: 

“If you asked me if this is good for 
the shoe industry, my answer would 
be that it is a condition that is here, 
and, good or bad, there seems no im- 
mediate likelihood of its changing. In 
my opinion, part of the trend toward 
substitute soles is due to an effort on 
the part of manufacturers to hold down 
costs and prices without sacrificing 
wear, and part is due to a search for a 
good-wearing material to replace belly 
and shoulder soles. 

“Another factor, of course, is that 
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there just aren’t enough hides to make 
460 million pairs of all-leather shoes. 
If there were no substitutes to fill this 
gap, I shudder to think what you would 
be paying for hides, what we would be 
paying for leather and what the public 
would be paying for shoes. 

“As to the outlook for prices, there 
is a generally accepted theory that costs 
make prices. I do not subscribe to this 
theory. In my humble opinion prices 





CLAYTON F. VAN PELT 


Practicing attorney until 1929; Circuit 
Court judge until November, 1943; and 
since then, president of Fred Rueping 
Leather Company. New president of 

Tanners Council of America. 


are determined by the ability and the 
willingness of the public to pay for the 
finished product. Shoe prices have re- 
mained at a rigid level for almost three 
years because they have not been out of 
line with other goods, and the public, 
therefore, has been willing and able to 
meet them. If consumer spendable in- 
come drops sharply, shoe prices will 
have to come down proportionately and 
costs will somehow adjust to the new 
level. Conversely, more money to spend 
will mean higher prices for shoes, for 
leather and for hides. 

“The tanners’ share of the shoe ma- 
terials market will continue downward 
unless prices of leather and substitutes 
can be brought into closer balance; 
ways can be found to improve the wear- 
ing quality of the lower grades of sole 

[TURN TO PAGE 148, PLEASE] 


Fair Buying Reported at 
N.Y. Fashion Shoe Show 


New YorkK—Business was fairly good 
at the Fashion Shoe Show held here 
during the second week in November, 
according to Monroe Geller, president 
of the Shoe Manufacturers Board of 
Trade of New York, under whose spon- 
sorship the show was held. While the 
attendance was not exceptional, Mr. 
Geller went on to say, there was a better 
feeling among the buyers attending. 
They came to the show to do business 
and there was some real buying. Orders 
were placed for early January delivery 
of Spring shoes and for December de- 
livery of resort shoes. Some stores in 
the South and Southwest also placed 
Spring orders for December delivery. 

In styles, color received a great deal 
of attention, with Navy blue generally 
admitted to be the number one best 
seller, frequently outselling black. Calf- 
skin shoes in Navy blue have been out- 
numbering suede in many orders, al- 
though suede has been bought for cer- 
tain types of shoes. Next to blue, balen- 
ciaga, variously named this season, has 
been very good. And after balenciaga, 
beige, red and some green have been the 
favorites, Noting the general interest in 
color, Mr. Geller pointed to the fact that 
there is more talk among retailers of 
color promotions. They are looking for 
some color to promote throughout their 
store as well as in the shoe department. 

Besides single colors, there is great 
interest in multicolors and ombrés for 
both Spring and Southern resort shoes. 
Especially lending themselves to these 
combinations are the strip sandals on 
both high and low heels. Highly suited 
to the high heel, dressy opened-up mul- 
ticolor and ombré shoes, is the wonder- 
ful range of colors in kidskin shown in 
many of the lines at the Fashion Shoe 
Show. Pastel and brilliant colors some- 
times combined in the same shoe, strike, 
a new note. Another leather proving 
very popalar in both solid colors and 
multicolors are the reptiles, especially 
snakeskins. Patent leather appeared in 
nearly every line and is expected to do 
business in both epened-up patterns and 
in low-cut opera pumps, sometimes 
trimmed with grosgrain. 

Noteworthy in styles at the show 
were the number of shoes on medium 
heels; the number of flats, casual, dressy 
and tailored, and the smart styling of 
walking shoes, many with wall lasts 
and extension. soles. Softies continue, 
judging from lines visited, appearing 
in some tailored types as well as in 

[TURN TO PAGE 148, PLEASE] 


129 


















































































Good Buying Reported at Augusta Show 





Left to right, seated: George P. Bomar, ex-officio chairman Board of Directors; 


Lester H. Seigel, treasurer; L. A. 


Geriand, president; M. K. Pentecost, vice-presi- 


dent; Tom M. Johnson, secretary; E. M. Cousins, executive secretary. L. fo R., 
standing: J. |. Amonette; J. R. Morrisette; B. G. Weiner; John Thrash; Max Oren- 
stein; Frank B. Gross; Gene Langkop; Joe Dannis; Ted Hinds—all board members. 
J. L. Hall, another board member, is missing from the photo. 


AuGustTa, GA.—Second in the country 
tw exhibit new Spring lines, the eighth 
semi-annual Southeastern Shoe Trav- 
elers’ show was held at the Sheraton- 
Bon Air Hotel in Augusta, Ga., No- 
vember 5-9. 

Some 2,000 retail shoe merchants 
from eleven Southeastern states had 
registered by the end of the second day 
to view 370 lines exhibited by 232 man- 
ufacturers, many of whom had their 
samples flown in by chartered plane 
from the National Shoe Fair in Chicago. 
This registration represents an increase 
of 10 to 15 per cent over that of the 
Southeastern travelers’ successful May 
meeting. 

Optimism was much more prevalent 
than had been anticipated, and even 
those manufacturers and wholesalers 
who have been forced to increase prices 
reported orders in excess of their ex- 
pectations. The majority were holding 
prices at their present levels while a 
surprising number had lowered them. 

While few radical style changes were 
seen at the Augusta show, excellence in 
design was evident and a broad range 
in materials and colors were finding 
more favor among the buyers than ever 
before. Blue led the order lists in all 
I'nes in both dress shoes and casuals. 
The beige-to-brown tones, red, green 
and gray followed in about that order. 
Pastels and multi-color pastels showed 
up well in the popular low-heeled san- 
dal, and in dress types. In the latter, 
such daring combinations as pink, 
purple and fuchsia and tone-on-tone of 
blues and greens were good sellers. 
Calfskin, kidskin, reptiles and patent 
ran the color gamut for Spring and 
Summer. Open toes, vamps and heels, 
lattice work, thong and woven treat- 
ments rated especially high in this 
Southern market. Among. the casuals. 
sandals, crepe soles, and loafers held 
their own, but dressy flats also were 
much in demand. 
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Some exhibitors reported good sales 
of men’s shoes with mesh vamps. 

Children’s and growing girls’ shoes 
displayed continued to be patterned 
after the adults, with many high styles 
and colors being bought. Buying was 
brisk in this market. 

An outstanding and perennial social 
feature of the Southeastern shoe show 
was the ample and delicious smorgas- 
bord luncheon served daily to members, 
officials and their guests, the buyers. 
Also, a general membership banquet 
and business meeting to elect new of- 
ficers was held Saturday, November 5, 
with T. O. Tabor, president of the 
Augusta Chamber of Commerce, as 
guest speaker. 

New officers of the Southeastern Shoe 
Travelers are: L. A. Gerland, Brown 
Shoe Company, president (re-elected) ; 
M. K. Pentecost, Life-Strid> Division. 
Edgewood Shoe Company. General 
Shoe Corporation, vice-president (re- 
elected); Tom M. Johnson, Inter- 
national Shoe Co., Friedman-Shelbv 
Division, secretary; Lester H. Seigel. 
Wolff-Tober Shoe Mfg. Co., treasurer 
(re-elected); E. M. Cousins. Birming- 
ham, Alabama, executive secretary (re- 
elected>. 

Two-year Board Members: Joe Dan- 
nis, Deb Shoe Company: J. R. Mor- 
risette, Simplex Shoe Company; George 
P. Bomar, Brown Shoe Co., Naturalizer 
division, chairman of board (ex-officio). 

One-year Board Members: Frank B. 
Gross, Florsheim Shoe Company, Men’s 
division: Ted Hinds, Mutual Shoe Com- 
pany, Foot-Flair division; Max Oren- 
stein. Bresler Shoe Company. 

Advisory Board: J. I. Amonette. 
Craddock - Terry Shoe Corporation 
Fashion Craft Division: J. L. Hall, Blue 
Grass by Reinhart: Gene Langkop, 
Tweedie Footwear Corporation; John 
Thrash, Selby Shoe Company, Easy- 
Goers and Styl-eez Division; B. G. 
Weiner, Golo of Dunmore. 





Dates to Remember 


Spring Shoe Show, Middle Atlantic Shoe 
Travelers’ Association and Middle At- 
lantic Shoe Retailers Association, 
Benjamin Franklin Hotel, Philadelphia. 

Nov. 12, 13, 14, 15, 16, 

Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, Baker 
ond Southland Hotels, Dallas, Texas. 

Nov. 13, 14, 15, 16, 

Shoe Show, West Coast Shoe Travelers’ 
Associates, Hotel Alexandria, Los An- 
geles, Cal. Nov. 13, 14, 15, 16, 

Spring Shoe Show, Midwestern National 
Shoe Travelers Asseciation, Hotel Pax- 
ton, Omaha, Neb. 

Nov. 19, 20, 21, 22, 

Annual Columbus Shoe Show, Ohio Shoe 
Travelers Club, Deshler Wallick Hotel, 
Columbus, O. Nov. 20, 21, 22, 

Spring Shoe Fair, Pacific Northwest Shoe 
Travelers, Portland and Benson Hotels, 
Portland, Ore. Nov. 20, 21, 22. 

Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, lowa. Nov. 27, 28, 29, 

Shoe Show, Mountain States Shoe Trav- 
elers' Association, Albany Hotel, Den- 
ver, Colo. Nov. 27, 28, 29, 

Popular Price Shoe Show of America, 
Hotels New Yorker and McAlpin, New 
York. Nov. 27, 28, 29, 30, Dec. |, 

Shoe Show, Shoe Travelers’ Association 
of Chicago, Hotel Morrison, Chicago. 

Nov. 29, 30, Dec. |, 

Grand Rapids Shoe Show, Michigan 
Shoe Travelers’ Club, Pantlind and 
Morton Hotels, Grand Rapids, Mich. 

Nov. 30, Dec. 1, 2, 

Spring Shoe Show, Indiana Shoe Travel- 
ers Association, Hotel Severin, In- 
dianapolis. Dec. 4, 5, 6, 

Shoe Show, The Empire State Footwear 
Association, Onondaga Hotel, Syra- 
cuse, N. Y. Jan. 8, 9, 

Market Week, Ak-Sar-Ben Men's Apparel 
Club, Omaha, Neb. 

Jan. 21, 22, 23, 24, 

36th Annual Shoe Show and Convention, 

Middle Atlantic Shoe Retailers Asso- 
ciation, Philadelphia. 

Jan. 22. 23, 24, 25, 

Mid-Season Shoe Show, Pennsylvania 
Shoe Travelers’ Association, William 
Penn Hotel, Pittsburgh, Pa. 

Feb. 11, 12, 13, 14. 

Spring Shoe Show, West Coast Shoe 
Travelers’ Associates, Hotels St. Fran- 
cis, Sir Francis Drake and Plaza, San 
Francisco. May 21, 22, 23, 24, 

Nationa! Shoe Fair, Chicago, Ill. 

Oct. 30, 31, Nov. 1, 2, 
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Volk & Sheppard Head 
National Shoe Institute 


CuicaGo—The National Shoe Insti- 
tute, organized a year ago as a joint 
promotional organization of the shoe 
manufacturers and shoe retailers of 
the United States, elected Harold F. 
Volk of Volk Brothers, Dallas, Texas. 
as its first president at a meeting held 
here during the National Shoe Fair. 
Lawrence B. Sheppard of Hanover Shoe 


Company. Hanover, Pa., was chosen 
vice-president. 
The Shoe Institute is sponsored 


jointly by the National Shoe Manufac- 
turers Association and National Shoe 
Retailers Association. 
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Retailer Gives Son’s Name 


To New Shoe St ee 
peeaee: ee opening of 4 | BRIGHT FROFIT OUTLOOK 


Ronald’s shoe store at 212 West State 
Street, Rockford, was held recently. Abe 





COD tas. 






Most successful children's shoe line 
in the country today... there are 
impressive reasons: 


STYLED to the times and tune of young 
demands. 


IN-STOCK service — Sizes 514-8, 
814-12, 1214-3, 314-9, in widths. 

QUALITY craftsmanship — guarantee of 
repeat sales. 


PRICED right for your profit and 
customer value. 








he as e <= 


Ronald Shoen, right, who despite the 
fact that the shoe store bears his name, 
has decided to be a lawyer. His father 
is at the left. 


J. Shoen, owner, named the store after 
his son, Ronald, age 13, who is a student 
in Roosevelt Junior High School. Asked 
whether he planned to follow in his 
father’s footsteps and become a shoe 
merchant, Ronald replied that he was Little é 

looking forward to becoming a lawyer. | YEP ULLLLS 

The new store carries a full line of | 

men’s, women’s and children’s footwear. | 
Mr. Shoen also has a store in Beloit, | Correctly desi ed for the 


Wis., which he opened in 1946. For 18 | growing feet of little boys and 
years prior to that he was district man- girls. uilt with a sturdiness 
| 
{ 








ager for the Schiff Company. Harold and weasehiliee wich csticlies 
Hoffman, for many years associated | h y 

with local shoe stores, is now with mothers. 
Ronald’s. 


| , 
ontreal Stores Agree | TUOIVUMY). 


To Higher Salaries 








MonTREAL, CAN.—The Retail Clerks’ | These smartly fashioned shoes 
International Association, an affiliate | are for teenagers — the pace- 
of the American Federation of Labor, | setters who influence what we 
and the Montreal Shoe Stores, Limited, make by what they want. 


have signed a collective labor agree- | 

ment providing fer wage incrzases and | 

working conditions recommended by a senile sedi din 

provincial arbitration board, according Little am onian Debs 

to an announcement made by Eugene ——s Seen tyes Wal 
° é so Cement Process. 

Hebert, general organizer of the union. 

Judge C. &. Guerin was chairman of 

the arbitration board which recom. 

mended general wage increases ranging 3 e b] 

from $2 to $7 per week and two weeks" Most Complete Infants’, Children’s 

vacation with pay for senior employes. ‘ a ; m 

Both the company and the union ac- nd G C4 ls L 

cepted the recommendations, which also a rowing If ine 

included provision for half a day’s holi- 

day for each month of work, extra pay . 

of $2 per hour for Sunday’ work and | JW Ve) NIP Wad Le) Meloy 07 -V.b Ome Ta 

$1 per hour for overtime work. The 


agreement covers approximately 80 i -Wenee, Oe Wa, OO ee ee 
employes. 
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S-BAR-M—by Service--- 


JUVENILE BOOTS WITH MATCHING 
BELT AND HOLSTER SETS. 2 


STYLE 300— Genuine Leather 
Single Holster Set (With No. 285 
Gun). Cut out Designs. 

$36.00 Doz. 
STYLE 2300— Double Holster 
Set (With No. 250 Guns). 5 Color 
Comb.: Black, White, Burgundy, 
Red, Green. $48.00 Doz. 
No. 250—Texan Jr. Gun. 







$8.00 Doz. 
No. 285—Texan Sr. Gun. 
$12.00 Doz. 
No. 286—Gold-Plated Sr. 
Gun. $16.00 Doz. 
No. 275—Cowboy Gun. 
$19.00 Gun. 
SPURS: No. 1301, $10.80 Doz.; No. 1305, 
$14.40 Doz. 


BOOTS: Fine Brown Elk Contrasting Uppers. 

Full Sizes 8-13 and 1-3; STYLE 4503, 

Burgundy; STYLE 4504, Red; STYLE 
4505, Green. 









SERVICE MANUFACTURING CO., INC. 


120 EAST 16th STREET - NEW YORK 3,N. Y. 








As illustrated 
8" x 14" 
five other texts 
to choose from 





COWBOY | 


SPARKLING WINDOW TRIM 


* Of Colorful Cards and Price Tickets 
e Festive Window Streamers 


WINDOW CARDS 
in red, green & gold, 


$1 ea. 3 for $2.25 









ak 
Phe: ¢ 





$3.60 | 


PAIR 


PRICE TICKETS 


in matching colors and 
other Xmas designs 


| 30¢ doz. $3.00 gr. 
60 prices in-stock 






GIVE GIFTS 

LOUNGING 
LEISURE 
OR PLAY 












$2.10 ea. 
while they last 





209 S. STATE ST. 








CARD HOLDERS 
Natural wood finish 


WRITE TODAY (= 


for Xmas circulars and sample tickets 
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MERCHANT'S SERVICE DEPT. X. 

























CHICAGO 4, ILL. 











Fill-In Buying Good at Michigan Fair 





Both Retailers and Travelers Optimistic—Rackham Elected President 
of MSRA and Jensen Heads Travelers’ Group—Co-operative 
Promotions Planned 


Detroit—The prevailing mood at the 
Michigan Annual Shoe Fair, November 
6-7-8, was optimistic, despite a marked 
scarcity of buying for future delivery. 
The event, sponsored jointly by the 
Michigan Shoe Travelers Club and the 
Michigan Shoe Retailers Association, 
centered in the Hotel Statler, but drew 
such a strong turnout of exhibitors, 
that it was necessary to place many 
exhibitors in the Book Cadillac and 
Tuller hotels as well. In many cases, 
additional travelers were accommodated 
by doubling up or even tripling up on 
sample rooms. 

Like last year, it appeared that re- 
tailers in this area were deferring their 
Spring buying in most fields until the 
January monthly show. There was 
much fill-in buying in all classes, for 
immediate delivery, with Spring buying 
present but on a modest scale. The 
optimistic tone all around was accen- 
tuated by the admitted fact that retail 
inventories are again exceptionally low, 
making early buying a necessity. The 
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uncertainty of the three weeks preced- 
ing the fair, with the steel strike and 





STUART J. RACKHAM 
Newly-elected MSRA president 


anticipated mass unemployment in 
Detroit’s auto industry was a prime 


disturbing factor. 

Children’s shoes led the sales volume 
easily, with brown the leader, while 
reds were good. A good specialty seller 
was the cowboy buckle type loafer. 
Men’s shoes sold poorly. Sports shoes 
in the women’s lines sold surprisingly 
well in comparison, with brown the 
leader. In shoes for Spring, brown was 
followed by antique red, golden wheat, 
and wine shades. Casuals led, rather 
than high style items, with lower priced 
shoes in demand. The trend toward 
lower heels was marked. 

Attendance was good, starting off 
with a turnout of about 250 for the 
“kick-off” breakfast sponsored by The 
Detroit News, through arrangements 
made by Ralph Terbile of that paper. 

Howard Preston, retiring president 
of the retail association, made a brief 
talk, and those introduced included 
Samuel S. Weiss, new president of the 
National Shoe Travelers Association, 
and Nathan Hack, president emeritus 
of the MSRA. 

Stuart J. Rackham of Rackham’s, 
Inc., Detroit, a former president of the 
Detroit Shoe Retailers Association, was 
elected president of the MSRA. The 
other new officers are first vice-presi- 
dent, W. J. Gladstone, Gladstone’s 
Shoes, Grand Rapids; second vice- 
president, James Houck, Plymouth; sec- 
retary-treasurer, Homer Shepard, 

[TURN TO PAGE 151, PLEASE] 
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Needed—One Concrete Bow 
Pump for Statue of Wm. Penn 





Philadelphia—When photographs were 
taken recently of the William Penn 
statue atop City Hall here, for use in 
publicizing the Community Chest drive, 
enlargements revealed that the statue 
needed a new right shoe. (See inset.) 
City officials explained that the shoe had 
been damaged during repairs to the 
statue in 1917 and promised a new shoe 
in short order. Anyone got the right 
size in a fancy bow pump made of con- 
crete? 





Chain Opens New Store 


ConcorDIA, KANSAS—A _ shoe store 
chain, born here fifty years ago, held 
formal opening of its fourth store in 
the chain, recently, at 415 Alameda 
road, Kansas City. 


The unusual shoe and accessory es- 
tablishment has three distinct depart- 
ments, men’s, women’s, and accessories. 
The new store has dark oak panels, 
with light oak fixtures and trim. Egg- 
shell lighting is overhead, three-fourths 
of the length of the store. Shadow 
windows are in front, while a colorful 
modernistic drape is at the rear. Man- 
ager of the new establishment is Ed- 
ward L. Kerin. 


Fifty years ago the first shoe store 
in the chain was called Maute’s. In 
ten years it was called Maute-Cald- 
well, then Caldwell’s after 1938 when 
John Caldwell purchased the early part- 
ner’s interest. A successful father-son 
association has been in operation since. 
Other stores are at North Platte, Ne- 
braska, and at Greeley, Colorado. 





Shoes Sold on First Floor 
Of Remodeled Store 


CotumsiA, S. C.—After more than 
a year’s work, Efird’s completely re- 
modeled and modernized department 
store was formally opened to the pub- 
lic recently. Many of the departments 
have been rearranged to make it more 
convenient for customers. The exten- 
sive shoe department is on the left 
side of the first floor. 
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“THE GIRLS HAVE MADE THEM STAPLE 


Year in, year out ’teen and college age girls buy saddles, mocca- 
sins and loafers. Designs that began as novelties are now basic 
parts of the shoe wardrobe. Grinnell Sport Welts satisfy the 
demands of this big market in style, fit, wear and price. Write 
for Grinnell’s catalogue. Ask for samples. 


(SrtnneQ@ SHOE COMPANY 


Manufacturers of women's and girls’ sport welts 


GRINNELL 
IOWA 











Shoe Departments Given 
Better Location 


WILKES-BARRE, PA.—Bergman’s De- 
partment Store has moved its women’s 
and children’s shoe department from 
the basement to the street floor of the 
store, which recently underwent exten- 
sive remodeling. 

In its enlarged location the modern- 
ized department will accommodate 50 
customers and a stock of more than 
15,000 pairs of shoes. Chairs uphol- 
stered in rose and light blue are ar- 
ranged with the colors alternating. The 


section has an asphalt tile floor. In- 
creased window display space provides 
continuous exterior display for the de- 
partment. James B. Lyons is the buyer. 





Takes Over Leased 
Department 


LOMBARD, ILL.—Vincent Condella has 
recently taken over the leased shoe de- 
partment in Vettes Department Store, 
here. The department, known as Lom- 
bard Bootery, carries a complete line 
of family shoes. Mr. Condella was for- 
merly with Marshall Field & Co. 
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WORKING COMFORT 


_ Mewhandisers by 


Men's Goodyear Welt Brown Retan Work Blucher 


B-100—Sizes: 6 to 1? 






= B-100—with 
seamless hack 
and cushion 
insole of Fire- 

: stone Foamex con- 

: struction. 21 iron 

F armortred Cork sole, 
brown no-mark rubber 
heel. B-I0l—same with 10 


mm 


iron oak bend leather sole. 














BOTH OPEN STOCK — ORDER TODAY 
WRITE NOW for men's work shoe 
folder—also circulars on in-stock 
holiday merchandisers and Tyer 
rubber footwear. 


oe house every Live Retailer should know 
C. W Marks Shoe Company 


FOOTWEAR FOR EVERYBODY 
41S. Wells St., Chicago 6, Ill. 
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No. 1038 
POWDER BLUE 
LIGHT GREEN 
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Established 1870 


ADVANCE SCOOP! 


CANNON’'S WASHABLE TERRYCLOTH SCUFF 
) 
with Long-Wearing Soles Se 






— territories open for this omg many other 


* 





ye 
a i WEAR ‘EM ye 
“S<) WASH ‘EM 


WEAR ‘EM 
AGAIN! 


$195 
* 


ee 


oe 


POPULAR YEAR ROUND SALES MAKER 
In Stock For Immediate Delivery 


* 
Samples on Request 
* 


"s inquiries will be 





ADVANCE FOOTWEAR COMPANY * 
Home of BLUE JAY JUNIORS 
Send for Illustrated Catalog 
134 Duane Street 


New York 13, N. Y. * 
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August Production Shows Seasonal Gain 





Kind of Foot wear A 
Augrst 1949 
(preliminary ) 


Shoes and slippers, Total 44.495 
Shoes, sandals, and playshoes 38.956 
Men's : 8.691 
Youths’ and boys’ 1,797 
Women’ | rr 29,843 
isses’..... 2.674 
Children’s 2.023 | 
Infants’. . . 1,707 
Babies’. . . 1,151 
Slippers for housewear 5,454 | 
Athletic... ..... aa 297 | 
Other footwear. . . 298 | 


| 


Production 
(thousand pairs) 


Percent of Change, 
August 1949 
Compared With 


Julv 


July 1949 August August 


revised) 1948 1949 1948 
SRN SGeeaaas RRC deena enl 
32.987 | 41.357 36.4 | 8.8 
28.845 | 36.406 35.1 7.0 
6,383 8.838 36.2 —1.7 
1,464 1.711 22.7 5.0 
15,234 18.367 36.8 13.5 
1.992 2,403 34.2 | 11.3 
1,549 2.051 35.1 | 2.0 
1.362 1.789 23.3 | —4.6 

861 1,247 33.7 | -—7.7 
3.706 4.273 47.2 27.6 
221 379 34.4 —21.6 
215 299 34.0 -3.7 





Minus sign (—) denotes decrease 


WASHINGTON, D. C.—Fooiwear out- 
put in August, following the normal 
seasonal pattern, increased to 44.5 mil- 
lion pairs, or 36 per cent more than the 
July total of 33 million, according to 
the Bureau of the Census, Department 
of Commerce. August, 1948, output was 
41.4 million pairs, 9 per cent less than 
in August of this year. 

Production increases from July to 
August were reported for all types of 
footwear. Women’s shoes, sandals, and 
playshoes, comprising 46 per cent of 
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the footwear output in August, totaled 
21 million pairs, 37 per cent more than 
the 15 million pairs produced in July 
and 13 per cent more than the August, 
1948, output of 18 million pairs. Men’s 
shoes, recording a 36 per cent produc- 
tion rise, totaled 8.7 million pairs in 
August as against 6.4 million pairs in 
July. In August, 1948, men’s shoe pro- 
duction totaled 8.8 million pairs. 
Slippers for housewear totaled 5.5 
million pairs in August, 47 per cent 
more than the July output of 3.7 million 


pairs, and 28 per cent more than the 
August, 1948, production of 4.3 million 
pairs. 

Shipments of 47 million pairs of shoes 
and s.ippers in August were valued at 
$165 million, an average of $3.51 per 
pair. In July, the average value per 
pair shipped was $3.37 and in August, 
1948, it was $3.78. 

Comparative production figures for 
August and July, 1949, and August, 
1948, and the per cent of change from 
the two earlier periods, are shown in 
the accompanying summary. 





Shoe Production in Canada 
Continues to Increase 


OTTAWA, CAN.—July was a poor 
month for producing leather shoes and 
boots, the Bureau of Statistics reported, 
but this didn’t stop the seven-month 
production figure from climbing. 

Production in July fell from 3,200,- 
000 pairs in June to 2,300,000 in July- 

During the first seven months this 
year, however, production amounted to- 
26,900,000 pairs compared with 18,200,- 
C09 in the same period last year. 


Store to Have New Front 


MIAMI, FLA.—The entire front of the 
Thom McAn Shoe Store, 129 E. Flag- 
ler Street, is to be remodeled. Cost 
is expected to approximate $5,000. 
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Trade Literature 





Book on Men’s Shoes 
Published by NSMA 


Latest in a long series of valuable 
publications issued by the National Shoe 
Manufacturers Association, and written 
by Harold R. Quimby, association sec- 
retary, is one entitled “Development of 
Design in Men’s Shoes,” copies of which 
may be had by writing the association 
at its headquarters office in the Chrysler 
Building, New York City. 

The book is divided into four sections, 
the first of which is merely a condensa- 
tion in short paragraphs of interesting 
facts, historical and statistical. The 


second section traces the development | 


of style from Colonial days to the pres- 
ent and includes such interesting sub- 
sections as those on the Munson last. 
progenitor of many modern lasts; and 
the attempts of government during the 
first world war to place the entire in- 
dustry on a controlled basis as part of 
a general plan to reduce the cost of 
wearing apparel. Basic lasts and pat- 
terns, often forgotten in the race to 
produce “something new,” are discussed 
in the third section; while the fourth, 
and last, is crammed with statistics on 
production and consumption and other 
valuable information. 

Illustrations include basic lasts and 
patterns; and tables, in addition to 
those on production, include, among 
others, basic dress colors from 1936 to 
1948, the cost breakdown of a pair of 
men’s shoes and a thorough study of 
sizes. 





Detroit Retailer Opens 
Second Shoe Store 


DETROIT.—- A new downtown store 
specializing in women’s style shoes in 
the cancellation field has been opened 
by Aubrey L. Jackson as Jay’s Cancel- 
lation Shoes. Located at 505 Park Ave- 
nue in the Tuller Hotel, formerly oc- 
cupied by the Tuller Boot Shop operated 
by Mrs. C. E. Price, the store will cater 
te the style trade, in contrast to the 
more popular trade in the New York 
Bootery Outlet which Mr. Jackson has 
operated for about fifteen years at 1543 
Broadway. 

The new Jay’s store, centrally located 
on Grand Circus Park, is being man- 
aged by John Weinberg, formerly with 
Saks Fifth Avenue, with Jack Warner. 
formerly of the I. Miller department 
at Russek’s, as his assistant. 





Made Store Manager 


Err, Pa.—J. Kenneth Kearney has 
keen appointed manager of the Feltman 
Curme Shoe Store at 923 State Street. 
He has a record of 18 vears of service 
with the company. 
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Whe Favors... 
White Jucw 











Heel 


VENILE SHOE CORP. 


Fee Young Women ta White 


White Ivory Fibre for Heels has been recognized 
again and again as the outstanding, favorite heel 
material for white shoes, by manufacturers, dealers 
and the three million “young women in white’. 


Bridgewater 


GEORGE O. JENKINS CM. wom 








Seven Members of One Family 
Help Run Same Store 


Exmira, N. Y.—O’Neill’s Shoe Store, 
105 W. Water Street, promotes itself 
as “Children’s Shoe Headquarters in 
Elmira” through newspaper advertis- 
ing and store displays stressing that 
19 nationally advertised lines of boys’ 
and girls’ shoes are featured at the 
store. Promotional material also points 
out that there are seven “expert shoe 
fitters” at the store, all members of the 
O’Neill family and “all specialists in 
children’s shoe fitting.” 


No Shoe Price Decreases 
Reported in Canada 


ToRONTO, ONT.—Shoe prices in Can- 
ada have not come down but the in- 
crease anticipated last Spring has 
failed to materialize in most cases. 
Prices of Fall merchandise are about 
the same as last year except for a few 
minor increases on some types—mainly 
medium and better grade. Prices may 
ease by Spring, 1950, but not because 
of lower leather costs but probably as 
a result of a change in production 
methods and types of shoes to compen- 
sate for continuing high leather prices. 
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” GERDA 


FOR FAST MOVING 
SHEARLING SLIPPERS 


es tn 





Send FOR 
CATALOG SHOWING 
COMPLETE LINES 


GERDA 


158 DUANE STREET, NEW 










Chocolate Brown Boot, Leather 

Soles, Fleece Lined, Shearling 

Collar, Sizes: 6-12, Full Sizes, 

$3.15 

No. 9885 

Women's—Colors: Red, Royal 

Blue, Sizes: 4-9, $3.15 

No. 9884 

Women's—Color: 

<«—No. 715 
Soft Sole, 
Collar, 
Bootee, Fleece Lined, 
Colors: 
Soles to Match, Sizes: 
5-8 $1.75, 82-12 $1.85. 


FOOTWEAR 
COMPANY, INC. 


YORK 13, 


Chocolate Brown 
Opera, Leather Soles, 
Fleece Lined, Sizes: 
6-12, Full Sizes, $2.85 
No. 729 

Also Bark Tan, All- 
Over Shearling, Sizes: 
6-12, $3.15 


No. 9886 





Natural. 


Shearling 
Leather 





Red, Blue, 


N. Y. 

















SAMUEL S. WEISS 


CuicaGo.—A resolution that all shoe 
travelers’ associations encourage the in- 
terchange of ideas on market promotion 
and publicity material was the out- 
growth of a lively discussion at the 
thirty-ninth annual convention of the 
National Shoe Travelers Association, 
held here just prior to the opening of 
the National Shoe Fair. Delegates also 
voted to continue their membership in 
the Bureau of Salesmen’s National As- 
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KEITH E. PICKRELL 


sociations and recommended that every 
NSTA affiliate accord recognition and 
various courtesies to all members. 

Samuel S. Weiss, of the Detroit Shoe 
Travelers Association, was elected presi- 
dent of the national association. Keith 
Pickrell, of the Middle Atlantic Shoe 
Travelers Association, was named vice- 
president; and Norman N. Souther was 
re-elected secretary-treasurer. 

Mr. Souther was given a combination 


television and radio set by the members 
in recognition of his effective contribu- 
tions to the profession which he has 
served for many years. The presenta- 
tion speech was made by Jack Clark of 
the Midwestern Shoe Travelers Associa- 
tion, and a former president of NSTA. 
In behalf of the membership and at the 
conclusion of the convention, Mr. Clark 
also presented Harry J. Evans, retiring 
president, with a handsome wrist watch 
with stop-watch and calendar attach- 
ments. 

The feature address of the convention 
was made by W. W. Stephenson, execu- 
tive vice-president of the National Shoe 
Manufacturers’ Association. Mr. Ste- 
phenson stressed the importance of the 
salesman’s role in the distribution of 
footwear and concluded by pointing out 
that “the successful shoe traveler in- 
variably is a man who can divide his re- 
sponsibility three ways and preserve an 
exact balance within this division.” 
“His allegiance,” said the speaker, 
“must be equally to himself, to his com- 
pany, and to his customer.” 

I. J. Harris, president of the Bureau 
of Salesmen’s National Associations, 
outlined the progress made by that body 
during the year just closing. 

The silver cup presented each year to 
the association with the greatest gain 
in membership during the year was 
awarded to the Pennsylvania Shoe 
Travelers’ Association. 

[TURN TO PAGE 141, PLEASE] 
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To Award Memorial Plaque 
At 210 Banquet 


New YorkK—The second annual 
award of the T. Kenyon Holly Memorial 
Fund plaque will be presented at the 
fifteenth banquet and entertainment of 
The 210 Associates at the Waldorf- 





A. S. BURG 


Astoria, here, on Nov. 28, 1949. This 
event coincides with the Popular Price 
Shoe Show of America. 

A handsome bronze plaque, suitably 
engraved with the accomplishments of 
the recipient of the award, will be pre- 
sented to the man selected by the Holly 
Memorial Committee for “his distin- 
guished service to the industry. The 
plaque honors the memory of the late 
T. Kenyon Holly, past-president of The 
210 Associates. 

Last year, the plaque was presented 
to Lawrence B. Sheppard, president of 
the Hanover Shoe, Inc., and president 
of the National Shoe Manufacturers As- 
sociation. 

The Holly Memorial committee is 
headed by A. S. Burg, A. S. Burg & Co. 
Other members of the committee are: 
James T. Gormley, Day-Gormley 
Leather Company; Geo:zge Dempsey, 
Crossett Shoe Co.; Natk#niel P. Lyons, 
Saco-Moc Shoe Corporation; Saul Katz, 
Hubbard Shoe Company; Francis B. 
Masterson, Hub Shoe Company. 





Shoe Designing Course 
To Be Enlarged 


St. Louis—Plans to improve the shoe 
designing course in the Washington 
University School of Fine Arts were 
discussed at a recent luncheon meeting 
by members of the St. Louis Shoe Manu- 
facturers Association, which sponsors 
the course, and Washington University 
representatives. 

Dr. Kenneth Hudson, dean of the 
School of Fine Arts, explained that the 
shoe designing course, which is a part 
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_ e SHOE MANUFACTURERS — 
e SALES AND STYLE MANAGERS — 


e SHOE BUYERS. 


WEDGIE shoes are high in your scheme of things. As the 
largest manufacturer of WEDGIES in the world, an invitation 
is extended you to visit us at the 


POPULAR PRICE SHOE SHOW 


HOTEL NEW YORKER 


| Rooms 1168 and 1169 
November 27th to December Ist 


We will be glad to discuss any WEDGIE problems you may 


have as to styling, fitting, etc. Of course, no strings are 


attached to this invitation. 


We feel that a clear understanding on the part of everyone 
connected with this type of shoe manufacture will be helpful 
to all of us, by bringing comfort and good looks to the shoes 
you are interested in. 








of a four-year course in dress and cos- 
tume designing, is planned to encourage 
creative thinking and to allow it to find 
expression in practical application. 

The class was started three years ago 
by Washington University and the as- 
sociation to promote interest among 
students in the field of shoe designing 
and to focus attention on St. Louis as 
a leading design and style center. 

The success of the course was re- 
ported by Mrs. Ann Bauer, assistant in- 
structor of the shoe designing course, 
who pointed out that eight Washington 
University graduates from the School 


of Fine Arts are now working with 
leading shoe manufacturing companies 
in St. Louis. 

A three-man committee from the as- 
sociation was appointed to examine the 
facilities at Washington University. 
They will introduce a program to en- 
large the course and thus offer greater 
incentive for students to enter the shoe 
designing field. 





Chain Adds New Store 


AKRON, OHI0—Siff’s Shoe Stores re- 
cently opened a new outlet in Akron. 
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IN STOCK FOR IMMEDIATE DELIVERY 
No. 804 Black Unlined Calf 

No. 906 Medium Brown (1053) Unlined Calf 
AAAA to C . 
Sizes: 3% to 10 











GRAY BROS. SHOES, INC., SYRACUSE, WN. Y. 
General Sales Office: 47 West 34th St., New York 












a 
(> 


at Low 


You get many styles to choose 
from. choice juvenile leathers, pre- 
welt construction at LOW prices 
that assure rapid turnover. Nation- 
ally advertised infants shoes that 
have been top favorites since 
1894 immediate delivery 











Write for complete catalog 






Brown Elk Combat Boot 
6%-9 $2.00 
9%-12 2.45 







No. 5921 
Ton Cowboy Boot 
with Bross Stor 

46 $2.35 
6”%-9 2.60 
9%-12 3.05 


a none a 
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Left—The Harrisburg, Pa., Walk-Over store Diamond 
Jubilee window installed by Manager Jim Leach; right, one 
of the two Boston Walk-Over store windows installed un- 
der the direction of H. E. Munroe who manages both 
stores in that city. The $10,000 diamond clip used in 
the former store was obtained by Mr. Leach through a 
local jeweler from Harry Winston who bought the Hope 


BROCKTON, Mass. — With several clips were used by 


diamond. Mr. Munroe used as centerpieces in both his 
stores, a two foot high “diamond covered with sparkle 
cloth which reflected the window lights and with the fig- 
ures "75th" in wine-colored wood. That portion of the 
unit above the “diamond” was of wine-colored wood with 
the lettering in beige. The base also was of wood painted 
in a wine tone. 


Walk-Over stores Keith Company on the 75th anniversary 


states yet to be heard from, incomplete and Walk-Over dealers during October of its organization in 1874. These clips 
returns indicate that approximately to advertise the Diamond Jubilee pump, for the most part were borrowed from 
$100,000 worth of genuine diamond chosen for promotion by the George E. naive jewelers all over the country, 
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attached to the pump and made the 
piece de resistance of window displays 
which attracted attention, sold shoes 
and, incidentally, did the jewelers no 
perceptible harm since they were all 
given due credit on window cards. 

Down in New Orleans, Godchaux’s 
led the race with clips valued at $25,000. 
The Harrisburg, Pa. store displayed 
one valued at $10,000. The Hopkins 
Shoe Store in Bradford, Pa. borrowed 
a $5,000 clip. New York City’s Walk- 
Over store tied the Bradford record. 
Snyder’s Walk-Over store in Hazleton, 
Pa. stepped it up to $10,000; the Mil- 
waukee Walk-Over store used a $1,000 
clip; and participating in what seems 
to have been a spontaneous and unre- 
hearsed contest were the two Walk- 
Over stores in Boston, the Walk-Over 
store in Omaha, managed by Oscar 
Swanson, the Shirley Shoe Store in 
Altoona, Pa., and the Walk-Over Store 
in Indianapolis, among a few score 
others. It became international when 
President Harold C. Keith received 
word from Stuart Whatoff, general 
manager of the George E. Keith British 
stores, that a similar promotion had 
been put on there under the direction 
of Charles Whatoff, advertising director 
of the group. 


To Help Small Business 
Gain Export Foothold 


WASHINGTON, D. C.—The Economic 
Cooperation Administration recently 
announced another step in its program 
to help American small business share 
more fully in Marshall Plan orders in 
the United States. 

In its effort to aid the small indepen- 
dent enterprises, ECA has added to its 
procurement authorization forms a new 
provision calling the attention of Mar- 
shall Plan countries to the commodities 
and services offered by small American 
business firms. 

The amended procurement authoriza- 
tion forms will contain the following 
sentence: “ ... procurement of com- 
modities and services under this pro- 
curement authorization should, insofar 
as practicable, be made in such a man- 
ner as to include among the suppliers 
thereof, American small business firms 
which can furnish commodities and ser- 
vices of a comparable quality at prices 
and terms of delivery which are com- 
petitive.” 

Cooperation of participating govern- 
ments is being sought to explain to 
their importers the new position so its 
purpose may be fulfilled. 

The ECA Office of Small Business, 
which proposed the change, stated that 
greater use of the facilities of Ameri- 
can small business could bring benefits 
te overseas importers as well as the 
participating governments. It pointed 
out that European importers could ex- 
pect lower price quotations through 
the widening of sources of supply. With 
lower prices, ECA dollars will go 
further. 
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The trim lines and flowing grace that distinguish fashion accepted 
styles, truly reflect the perfect contour of the Sterling Lasts over 
which they were made. 


STERLING LAST CORPORATION 


335 EAST 27TH ST., NEW YORK 16, NW. Y. 


CABLE: STERLAST 





E-J Store Enlarged 

ALLENTOWN, Pa. — Endicott-Johnson 
Shoe Store, 641 Hamilton Street, has 
been enlarged and remodeled. It now 
includes a thrift basement store. The 
company has operated a store in Allen- 
town since 1925. 


—_—— 


Chain Store Executives 
Plan Spring Styles 


CoLuMBus, OH10—More than 100 su- 
pervisors, district managers and store 
managers of the Shoe Corporation of 


America were in Columbus recently to 
select shoe styles for the Spring season. 
The group held daily meetings at head- 
quarters, 35 N. Fourth Street, with 
Jack and Herbert Schiff, vice-presi- 
dents, in charge. 





Store Leaves Town 


SPRINGDALE, ARK.—Laner Shoe Store, 
which operated in Springdale the last 
two years, was moved to Rogers re- 
cently. Truman Fitzgerald, who has 
been manager of the Springdale store, 
will be manager of the Rogers store. 
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Ove: 1000 styles of nationally known branded 
quality shoes to choose from... far 
below regular wholesale prices. Write 
us your needs. While in town see 
Weil “Quality Shoes since '32.” 


Weil buys quality shoes in any quantity at any time. 


M. K. WEIL SHOE CO. [7's Tour7'.°" 








COLT - CROMWELL VALUE 


Special for CHRISTMAS 
CHILDREN'S + MISSES’ * BOYS' 


COWBOY BOOTS 


The gift they'll be giving . . . 


Authentic Western Styling, colorful 
and rugged with the fit and flair of 
the range or rodeo! 


Accurately detailed design 
GOODYEAR WELT 
BROWN VAMP WITH RED UPPER. 
Attractive cutouts with white 
underlay. Full lined leg. 


Long wearing oak composi- 
tion soles! 


STYLE No. 724 
Sizes 8/2 —12 $4.25 
Sizes 12/2—3 $4.85 
Sizes 3/.—6 $5.30 




















COMPANY. lac 


A. COLT-CROMWELL 
en" 
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The expanded and modernized second floor shoe salon at Meis Bros., Inc., 
Danville, lll., operated by Wohl Shoe Company. If contains 36 women's chairs 


men’s shoe department. 

Decor of the new second floor salon 
is highlighted by a color scheme employ- 
ing oriental figures on a grey back- 
ground, with chartreuse trim. Shadow 
boxes are of yellow, matching the chairs 
in the children’s section (women’s sec- 
tion chairs are in grey). Color scheme 
of the downstairs departments is wine 
and grey, with indirect lighting reflect- 
ed from a white ceiling. Display fix- 
tures throughout the departments are 
of light oak. 

The shoe department expansion is 
part of the Meis Bros.’ major remodel- 
ing and modernization program, launch- 
ed last year and now nearly complete. 
The store has served East-Central Illi- 
nois since 1897. 


Named by Wohl to head the second 
floor salon was Frank Painter, veteran 
manager who formerly headed the 
Wohl-leased shoe department at Gimbel 
Bond, Vincennes, Ind. James Kolvas 
is in charge of the downstairs women’s 
and children’s operation, and Kenneth 





end 18 children’s chairs. Colors are grey, chartreuse and yellow. 


DANVILLE, ILL.—Wohl Shoe Company 
has greatly expanded its leased shoe 
operation in the Meis Bros., Inc., store 
in Danville. 

The 26-chair women’s and children’s 
better-grade department—operated by 
Wohl on the main floor since 1931—has 
been moved to enlarged and redecorated 
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quarters on the second floor, now con- 
tains 36 chairs in the women’s section 
and 18 chairs in the children’s section. 
An entirely new popular-price opera- 
tion, also of 36 women’s and 18 chil- 
dren’s chairs, was opened in the down- 
stairs store, and at the same time Wohl 
took over operation of the downstairs 


Wischer was retained to manage the 
men’s department. 





Dollar Off on Birthday 


CoLtumBus, O.—Minor’s Shoe Store, 
at East Broad and Third Street, re 
cently celebrated its 13th anniversary 
by offering a $1 per pair discount on 
every pair of shoes in stock. 
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Jack Domash Honored 
At A. S. Beck Dinner 


New YorRK—A dinner in honor of 
Jack Domash, vice-president of the A. 
S. Beck Shoe Corporation, was held at 
the Ritz-Carlton Hotel here, recently. 
More than 110 store managers and com- 


pany officials gathered to pay tribute | 





JACK DOMASH 


to him. Mr. Domash has been in charge 
of all store operations since 1943 and 
with the Beck organization since 1934. 

Among the company officials present 
were Saul Schiff, president; L, Keane, 
Charles Spector, A. S. Weiss, S. Sey- 
mour, M. Reese, vice-presidents; Rich- 
ard Meth, treasurer; A. H. Lehman, 
secretary; and Harry Tenser, assistant 
secretary. Atherton Pettingell, of Dor- 
land Advertising, acted as toastmaster 


New Officers Named at 
NSTA Convention 


[CONTINUED FROM PAGE 136] 


Mr. Weiss, newly-elected NSTA pres- 
ident, has been in the shoe business 
with headquarters in Detroit, where he 
makes his home, since 1919. Born April 
15, 1895, in New York City, he was in 
the field artillery in World War I, 
serving at Chateau Thierry among 
other memorable engagements. He 
came out of the Army and went into 
the shoe business, starting with the 
U. S. Rubber Company. At one time 
he covered eleven states. In 1933, he 
went with the Cambridge Rubber Com- 
pany, covering Michigan and Ohio, and 
has been with that firm ever since, ex- 
cept for about a year with another 
organization. 

He has been active in association 
work, being one of the organizers of 
both the Ohio and the Michigan Shoe 
Travelers Clubs, as well as a leading 
figure in the Michigan Annual Shoe 
Fair since its inception. He is the only 
man to hold the office of president of 
the Michigan Travelers for three terms. 

In taking office, Mr. Weiss outlined 
his plans for a six-point program: 
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inest for half a century because 
Ideal never sacrifices quality and 


workmanship in their shoes. 


No. 185 —White Washable Kid 
Soft Sole Laced Boot. Perforated 
design on Moccasin Toe. —Sizes 6-3. 


DANVERS . 


71 WEST 35TH STREET SEW roRe 1) wy 









for hali 
a century 


Mrs. Day's Lad Basy SHoe Co., Inc. 


. MASSACHUSETTS 


1070 WERCHANDISE HART CHICAGO S4. HLinm 








Continuance of the fight to retain 
social security status and protection for 
salesmen; opposition to the present 15 
per cent tax on transportation, origi- 
nally imposed as a wartime measure; 
a plan, now in its final stage, whereby 
hotels will honor the reservation cards 
sent by salesmen; special arrangements 
whereby salesmen will be able to secure 
recognition in the purchase of automo- 
biles, tires, gasoline, and other acces- 
sories upon a fleet basis, with the 
privileges and discounts applying to 
such status; presentation of a model 
contract of employment for travelers; 


and close cooperation with the Bureau 
of Salesmen’s National Associations. 





Chain Store Supervisors 
Meet in Texas 


Dauuas, Tex.—Austin Shoe Stores 
district supervisors held their quarterly 
meeting here recently. The meeting in- 
cluded an operation clinic, luncheon, 
merchandise meeting, and a dinner. 
Chief speaker was Newton E. Long, 
general agent for North Texas of the 
Provident Mutual Life Insurance Co. 
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Here's your TWO MONTHS fo TWO YEARS line! 
HAND-LASTED 


MOCCASINS 


designed by Nature to 
encourage the normal | 
growth of babies’ feet. 


When you stock the Buntees | 

Walker and Hiker in your infants | | 
shoe department, you cover the im- 
portant 2 months to 2 years size 
group. You'll find Buntees nation- 
ally advertised in Parents’ maga- 
zine. Further information may be 






obtained from 


WALKER —Stock — 
No. 50— with spring 

heel. Sizes 1 to 6, narrow 
and wide, white, 


red, 
brown and smoked elk. 


Pot sts pending 


Ucanad wnder MY SELES St 
patent No. 2,385,743 brown and smoked elk: 


R. J. POTVIN SHOE CO. 


Campello Station 
BROCKTON 26, MASSACHUSETTS 








GENESEE 
JUVENILE TREES 


TO FIT ALL SIZES OF 
CHILDREN'S SHOES 
STARTING AT 
INFANT'S SIZE 4 


$1.75 to $1.95 








Foot Health Part of School Program 





National Foot Health Council Announces Success of Child Foot Health 
Month and Releases Results of Survey Among Doctors 


ROCKLAND, Mass.—In September, 
Child Foot Health Month was observed 
throughout the country and, spon- 
sored by the National Foot Health 
Council, again became a part of the 
school health pregram in many schools 
and was featured by numerous shoe 
stores and children’s departments, it 
has been announced by Dr. Joseph 
Lelyveld of Rockland, chairman of the 
council. 

The portfolio of foot health litera- 
ture for teachers was widely distribut- 
ed, he said recently, mostly through 
direct requests to the National Foot 
Health Council from school depart- 
ments. 

An illustration is the State of Ohio 
Department of Health which requested 
that the material be sent to local 
health officers throughout the state. 

In Mount Vernon, N. Y., every school 
child received a leaflet on the care of 
their feet; special instructions for 
study purposes were given to all the 
teachers; and posters were displayed 
in every classroom. All this material 


142 


was furnished free by the Foot Health 
Council. In Barberton, O., the month 
was sponsored by the Chamber of Com- 
merce with the cooperation of the 
School department and the local school 
and foot doctors. In Norwich, N. Y., 
the feet of the school children were 
examined and the expense was met by 
funds appropriated by a local manu- 
facturer of pharmaceuticals. 

Releases telling the objectives of 
Child Foot Health Month—(1) to teach 
children the importance of good foot 
care; (2) to encourage better walking 
habits; (3) to use care in the selection 
and fit of footwear—were sent to all 
daily and weekly newspapers, feature 
writers, radio commentators, and 
women editors of all radio stations. 
That this material was widely used is 
attested by the continuous flow of clip- 
pings and reports received daily at the 
local headquarters of the National Foot 
Health Council. 

Special articles appeared in Parents 
Magazine, Hygeia, Red Book; in the 
columns written by Josephine Lowman; 


and in the daily newspapers. These 
were in addition to the releases issued 
by the the news bureaus. 

From the amount of material mailed 
by the Foot Health Council in response 
tc requests received through the trade 
papers it is estimated that more than 
5,000 stores and departments selling 
children’s shoes participated and dis- 
played special Child Foot Health pos- 
ters. Many of these stores used the 
special mat furnished by the council 
ir their newspaper advertising. 

A traveling exhibit of shoes, hosiery, 
and posters was shown by the council 
at meetings of 4-H clubs in several 
states; in a large booth exhibit at the 
Illinois State Fair; and also at the 
Wyoming State Fair. There were sev- 
eral poster and essay contests sched- 
uled for the month, and foot surveys 
conducted in previous years were fol- 
lowed up and new foot examinations 
scheduled. In states where foot exam- 
inations of school children are compul- 
sory they were started during Sep- 
tember. 

For several months in advance of its 
program the National Foot Health 
Council conducted a survey among foot 
doctors pertaining to footwear require- 
ments of children. “This survey,” Dr. 
Lelyveld said recently, “disclosed the 
need for lighter weight upper leathers 
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and more fiexible leather inner and 
cuter soles for children’s shoes to pre- 
vent restriction of toes and to allow the 
fullest freedom for the active feet of 
growing children. The council hopes 
that some manufacturers of children’s 
shoes will come forward with a willing- 
ness to cooperate with the council in 
the development of needed improve- 
ments in design and construction of 
shoes for children.” 





Stores Cooperate to Stage 
Photo Contest 


RANTOUL, ILL.—Eleven business firms 
of Rantoul recently staged their second 
annual child and baby photo contest, 
with numerous prizes donated by vari- 
ous retailers. Zook’s Shoe Store donated 
a pair of baby shoes as first prize in the 
one and one-half to three-year group. 

Two hundred and thirty-seven chil- 
dren and babies were entered in the 
contest, with four different age classifi- 
cations up to six years. Quite a few 
newspaper articles and pictures were 
published on the contest and 5 by 7 
photos of all entrants were displayed in 
the windows of a local drug store at 
a central location. 


The expense of the entire affair was 
underwritten by the merchants and the 
photo studio. Free cab service to and 
from the studio was also offered by a 
local cab company. Impartial, out-of- 
town judges selected the winners whose 
pictures were published on the front 
page of the local newspaper. 





Physical Culture Dealers 
Told of Lower Prices 


New YorkK—A dinner meeting of 
dealers, representatives and guests of 
the Physical Culture division of the 
Selby Shoe Company was held at the 
Hotel Pierre Roof, recently, to announce 
a new and lower price range on Physica! 
Culture shoes, as reported in BooT AND 
SHOE RECORDER, issue of November 1. 

George Knoche, Physical Culture rep- 
resentative, who directed the activities 
of the evening, explze.ined to the approxi- 
mately 100 people present that a part 
of the Selby operation is being trans- 
ferred from Portsmouth, Ohio, to New 
England, a move which will insure speed 
in delivery. After the dinner, a shoe 
style show was held with fashion com- 
mentary made by Miss Clara Koegele, 
Selby fashion stylist and co-ordinator. 





New Schiff Store 


KNOXVILLE, TENN. — Schiff’s Shoe 
Store, a new enterprise for Knoxville, 
has recently opened for business at 316 
Union Avenue. J. H. Rittenhouse, for- 
merly with the shoe department of a 
downtown department store, is man- 
ager. Herbert Schiff, vice-president of 
the national chain, and Harold Scrib- 
ner, Southern areas supervisor, were 
here for the formal opening. 
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The 7,500,000 workers who are each investing 
on the average of $20 per month in Savings Bonds 


Here’s a sules force that’s helping to 
win economic peace of mind for the 
nation. These people have dealt heavy 
blows to inflation, fear, and doubt. 


They are building security for themselves 
by buying Bonds. Every $3 they invest 
will pay $4 at maturity. 


They are building security for their com- 
panies. As each Bondholder’s own 
sense of security increases with his 
Bond purchases, he becomes a better 
worker. Plant morale improves. Pro- 
duction increases. Absenteeism, labor 
turnover, and the accident rate all de- 


* 
* 
* 
* 
* 
* 
* 


The executives of the more than 20,000 companies 
that have sponsored the Payroll Savings Plan 


greek 





The employees who serve as volunteers selling 
U. S. Savings Bonds tc their fellow employees 


cline. Relations between employer and 
employee improve. 

They are building security for the nation. 
Savings Bond dollars are deferred pur- 
chasing power—an assurance of good 
business to come. The Treasury uses 
net Savings Bond dollars to fight infla- 
tionary credit potential in the banking 
system by retiring short-term bank-held 
Federal securities. 

If your company isn’t an active part 
of this sales force, better join now and 
get in on the benefits! Phone your State 
Director, Savings Bonds Division, U.S. 
Treasury Department. 


The Treasury Department acknowledges with appreciation 





the publication of this message by 
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This is ae? amy U. S. Treasury advertisement prepared under the auspices 
he Treasury Department and The Advertising Council. 





Salesman Buys Part 
Interest in Store 


HOLYOKE, Mass.—Carl] Lujasiewicz 
has purchased a half interest in the 
Triangle Shoe Store, 147 High Street, 
Holyoke, from the widow of the late 
Adam Kurnik. Mr. Kurnick was asso- 
ciated in business with Walter Kida 
from 1935 until his death in January, 
1949. 

Mr. Lujasiewicz has been employed 
by the Triangle Shoe Store since 1935, 
leaving in 1942 to serve in World War 
II in the South Pacific. 





The Triangle Shoe Store carries a 
general line of shoes and has built up a 
large patronage. The present owners 
plan to continue the policies of the 
original firm. They will completely 
modernize both the front and interior 
of the store in the not too distant 
future. 


Opens Sixth Store 


DaLLas, TEXxX.—The Morris Shoe 
Company opened its sixth Dallas store 
recently at 2150 Fort Worth Avenue. 
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Available for i diate delivery 
in oll White and in Smoked Elk. 
Also in Red & White, Brown and 
Ss Led c Li 45 

Goodyear welt — Sizes 3 to 6 and 
6% to 8, widths B-E to retail 
profitably at $4.95 and $5.50 








Write us today 


Dr. A. POSNER SHOES, Inc. 


Executive Offices: 101 West 31st Street, New York 1, N.Y. 
Factories: Allentown and New Oxford, Pa. 


The First and Only Shoe 
that Gives Toddlers 


3-WAY FOOT TRAINING! 
Dr. Posner's Muscle-Builder Toddler — 


... IN HANDLE 


-.. IN FOREPART 





| Or prow? 
| AUTOMATIC SPRING ADJUSTMENT: 


(For Length Adjustment) 


(For Width Adjustment) 


NEW /ZlALL 
V4 












AN EASY SELLING, “EXTRA PROFIT” Item 


that builds Goodwill with your customers 


Only 3 sizes necessary for men’s shoes. 
Women’s sizes also available. 


PIERCE COMPANY 


278 Montello St 


BROCKTON 62, MASS 











Los Angeles.—Bullock's, Inc., recently used this window, as well as large space 
newspaper advertising in two colors to introduce Stacy-Flex shoes made by the 
Stacy-Adams Company. The step arrangement of the shoes, the off-center placing 
of the manikin, bare branches adorned with neckties and the concealed lighting 
anit, added to the effectiveness of the trim. 





Feltman and Curme Open 
Fifty-second Store 


Cuicaco.—Feltman and Curme Shoe 
Co. opened a completely modern new 
shoe store recently at 9121 Commercial 
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Street in the South Chicago shopping 
district. The store has both men’s and 
women’s shoe departments and a spe- 
cialty section carrying handbags and 
hosiery at the entrance to the store. 
This is the 52nd store in the chain. 


E-J Continuing to Build 
Homes for Employes 


ENnpicott, N. Y.—The construction 
of homes for employes of Endicott 
Johnson Corporation is proceeding on 
schedule, according to figures released 
by Charles F. Johnson, Jr., president 
and general manager. 

The report shows that 381 homes have 
been completed since December, 1947, 
or are now under construction. When 
the program of 1,000 homes was an- 
nounced in 1947, it was expected that 
200 houses would be built each year. Of 
the homes completed or under construc- 
tion, 208 are in Endicott and 173 in 
Johnson City and Binghamton. 

The company’s postwar building pro- 
gram continues home construction proj- 
ects which were carried out for many 
years before World War II. 





To Open Second Store 


INDIANAPOLIS, IND.—Sidney C. Ehren- 
wald, who operates the Happy Foot 
Rootery, retail shoe store, is one of 
three Broad Ripple district store own- 
ers who will occupy their second stores 
in a new building under construction 
at the northwest corner of 38th Street 
and Sherman Avenue, Indianapolis. 
The others are the Jama Shop, women’s 
dresses; and the Tot Shop, infants’ 
wear. 
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Ability Involves Responsibility . . . 


Our responsibility to our clients has never wavered . . . in good times 


or in bad. 


The business of turning out good sandals year after year IS a 


RESPONSIBLE one! 


SANDALS FOR MEN, WOMEN AND CHILDREN 








HAND-LASTED 


“price without quality is a fool's dream” 


707 BROADWAY « New York 3, N. Y. 














HANDY FORMS 


(Carried in Stock) 


For Efficient Store Operation 


Shoes and Carton Price Stickers—Postage stamp size: 1452 
to a boek: $2.00; 2 bks $3.50; 4, $6.00. 





Buying Order Pads—Form #107, per pad................ $ .40 

(100 sheets to pad—50 orig.—50 dup.) 5 pads...........-. 1.75 
Inventory Size Sheets—Form 24106, per pad...........---- 50 

(100 sheets to pad) 5 pads $2.00; 10 pads.............-- 3.50 
Sales Record Slips Form “D” 100 to pad, per pad........ 25 
Refund Record Slips Form “E” 85 to pad, per pad.......... 25 
Custemer File Cards Form “F’” 3”x5”, 100 cards.......-- ee 
Profit Charts—accurate guide to selling prices........-....- 50 


SAMPLES ON REQUEST 


MERCHANT'S SERVICE DEPT. 


209 S. STATE STREET CHICAGO 4, ILLINOIS 








JUVENILE SHOES 
*3 and *4 RETAILERS 


FOR THE 
SMARTEST PATTERNS 
AND BEST QUALITY IN 


THIS GRADE 
see 
GOODWEAR SHOE COMPANY, INC. 
144 Duane Street ae New York 13, N. Y. 


Where You Get “The Most for the Least!” 








About Shoe People 








Dr. A. Reed Cushion Shoes for men 
and women, for twenty-four years lo- 
cated in downtown Los Angeles, has 
moved to a new location at 718 E. Colo- 
rado St., Pasadena, Calif. The store 
was started and is still managed by 
Grover C. Ellis. 


*- * # 


Andrew Monour, well-known Galves- 
ton, Tex., shoe man, has been appointed 
manager of the shoe department at Er- 
band’s, Inc., in that city. The depart- 
ment was recently remodeled, modern- 
ized and redecorated under his direc- 


tion. 
* ¢ *& 


Rosemary Gamble of the children’s 
shoe department of the J. L. Hudson 
Company, Detroit, recently was mar- 
ried to Earl J. Chevalier, at Windsor, 
Ont. 

* ¢* 8s 

Dennis Putthoff is the manager of 
the new Wichita Nettleton Shoe Com- 
pany, Wichita, Kans., a part of the re- 
cently established men’s and boys’ shoe 
department at Spines Clothing Com- 
pany, 111 West Douglas, which opened 
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recently. Mr. Putthoff formerly was as- 

sistant manager of the Kansas City 

Nettleton Company. 
* x * 

Arthur Lee Cochran has been named 
manager of Butler’s Shoe Store at 164 
Peachtree Street, Atlanta, Ga. For- 
merly assistant manager of the store, 
Mr. Cochran has been in the shoe busi- 
ness since 1938. 

oa ~ cad 

Ralph Hanson has been named man- 
ager of the new men’s shoe depart- 
ment in the “Store for Men,” owned 
by Owens, Inc., which recently opened 
at 110 West State Street in Rockford, 
Ill., adjoining the Owens Ine., store 
for women. 

~ = x 

Dan Kovitz has recently opened a 
combination children’s and corrective 
shoe store known as Dan’s Den at 2844 
W. Cermak Road, Chicago. 

~< * * 


Herbert Oster, formerly representing 
the Desco Shoe Corporation of New 
York, recently resigned and has opened 
a children’s shoe store in Miami, Fla., 
known as “Herbert’s Juvenile Bootery.” 


Fellow workers honored Fred Nelson 
at a testimonial dinner in Rochester, 
N. H., recently to mark his retirement 
as a representative of the United Shoe 
Machinery Corporation, with which he 
had been associated for 31 years. 

x = ” 


Irvin Sigal, formerly a salesman of 
women’s shoes at Halle Bros. Co., 
Cleveland department store, has been 
promoted to buyer of the fifth floor 
children’s shoe department. 

x * x 

Samuel Greco has leased a store 
building at 310 Main Street, Buffalo, 
N. Y., for operation of a men’s shoe 
store. 

ms x *~ 

George Cjeka, formerly shoe buyer 
for the Boston Store, Milwaukee, has 
recently been made manager of a new 
shoe store, Shorewood Bootery, located 
at 2423 University Avenue, Madison, 
Wis. 

= * * 

L. J. Wonder is the new manager of 
the shoe department at Hartley’s, 
Miami, Fla. He was formerly with 
PBurdine’s. 
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renMs— NET 30 DAYS 


Modern Shoe Displays Need Lighted Motion 


New Action Display— 


Model "712" 


Roto-sho 


ELECTRIC TURNTABLES 


MODEL "712" ROTO-SHO'S two- 
way, built-in electric outlet per- 
mits novel, self-contained lighting 
effects by means of sliding contacts 
. . @s well as operation of elec- 
© 18°° Turatable revolves 3 trical devices while table revolves. 
minate Build-up Fixtures available too! 
Write TODAY for full information, 
and complete new ROTO-PROD- 
UCTS catalog. 


GENERAL DIE AND STAMPING CO., 262-L Mott St., New York 12 




















pre Your Sample Shoes 
Looking NEW 


Custom-fitted Fairy Shoe Forms fit 
your samples perfectly, keep them 
looking brand-new. 

Light weight — no excessive bulk. 
Flexible — easy to insert and remove. 
In every style, color and size for 
men’s, women’s and children’s shoes. 
IN CANADA: United Last Co. Lid. 
P.O. Box 3000, Montreal, P.Q. 
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Obituaries 





Kate Goldstein Kamen 


New YorK.—Kate Goldstein Kamen, 
one of the best known and highly re- 
spected stylists and publicists in the 
shoe and leather industry was killed 
early during the morning of October 28, 
when the Air France Constellation 
plane in which she was returning from 
Paris to this country crashed head-on 
into a mountain in the Azores and burst 
into flame. With her, and also among 
the 48 dead, was her husband, Kay 
Kamen, executive head of the Walt Dis- 
ney Enterprises of New York City. 

Mrs. Kamen’s career was successful 
from its beginning when, in the early 
1930’s, she entered the leather styling 
field to advise shoe manufacturers on 
the most appropriate colors for various 
types and styles of footwear. 

During the early stages of her career 


York office. 





headquarters at the company’s New turers in New York City. When manu- 


facturers of patent leather a short time 
ago organized the Patent Leather 
Bureau, a subsidiary of the Tanners’ 
Council of America, Mrs. Kamen was 
the unanimous choice of the members as 
its executive head. At the time of her 
death she was on her way back to this 
country to report to the bureau on the 
use of patent leather among French 
shoe manufacturers and Parisian shoe 
designers. She was also treasurer of 
the Fashion Group, Inc., and secretary 
of the Shoe Women Executives. 





Arthur Johnston 


ToRONTO, ONT.—Arthur Johnston, 87, 
first shoe merchant to establish busi- 
ness on Danforth Avenue, died recently 
at his home here. Born in Ireland, he 





in New York she was a free lance. Her 
first important job was a few years 
later when she was retained by the A. 
C. Lawrence Leather Company to ad- 
vise on the selection of colors and to 
publicize that company’s products. 
While in this position she made her 
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KATE GOLDSTEIN KAMEN 


After her marriage to Kay Kamen, 
she retired from the leather field and 
again engaged in free lance work, one 
of her largest accounts at that time be- 
ing the Guild of Better Shoe Manufac- 


came to Toronto as a youth and 60 
years ago opened his shoe shop on the 
corner of Dawes Road and Danforth 
Avenue. He retired 15 years ago. 

He was active in Masonic circles. A 
son and a daughter survive. 
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Esidore Wisenthal 


MONTREAL, CANADA.—Esidore Wisen- 
thal, 60, president of the Stag Shoe 
Company, Limited, died recently in the 
Ross Memorial Pavilion of the Royal 
Victoria Hospital. 

Mr. Wisenthal, founder of the shoe 
company and a well-known figure in 
the footwear manufacturing trade, 
was active in community welfare here, 
having served on the board of gover- 
nors of both the Homeopathic and Jew- 
ish General Hospitals. 

He was a life member of the St. 
George Masonic Lodge, a member of 
the Lord Reading Yacht Club, and for 
Many years a member of the Montreal 
Board of Trade. He was also governor 
of the Y. M. H. A. 





Henry K. Venneberg 


TOPEKA, KANS.— Henry K. Venne- 
berg, 53, who was employed in the shoe 
department at Gibbs Clothing Store, 
Topeka, died recently. He had been a 
resident of Topeka since 1941. 

He was a member of the Methodist 
Church, the Scottish Rite in Topeka, 
the Eagles Lodge, and the IOOF, and 
is survived by his widow, Mrs. Myrtle 
Venneberg, and four sisters. 





John P. Lucas 


INDIANAPOLIS, IND.—John P. Lucas, 
71, retired wholesale shoe salesman, 
died recently in Indianapolis, where he 
had lived for 44 years. He was em- 
ployed for approximately 13 years by 
the Selby Shoe Co., and later by the 
Walker T. Dickerson Shoe Co. 


His widow, a daughter, and three 
brothers survive. 





William O. Shaffer 


BuFFALo, N. Y.—William O. Shaffer, 
assistant shoe buyer at Adam, Mel- 
drum & Anderson Co., died recently at 
his home of a heart attack. 

He was born in North Dakota and 
came to Buffalo 20 years ago. He had 
been with the department store ever 
since. 

Surviving is his widow. 





William J. Sisman 

Aurora, ONTARIO.—William Joseph 
Sisman, son of the founder of the Sis- 
man Shoe Co., and former president of 
the firm, died recently in his 59th year. 
He had been in ill health for some time. 

Born in Toronto, Mr. Sisman spent 
his early life in Quebec City, Markham, 
Ont., and Aurora, Ont. 

A life-long member of the Rising Sun 
Masonic Lodge in Aurora he was also 
a member and, later, on the board of 
directors of Aurora United Church for 
several years. He was also a member of 
the Canadian Shoe Manufacturers As- 
scciation. He retired in 1947. 
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Parlor 
a a 


for the NEWEST, 
MOST EXCITING 


BETZY CROSS 


line in years! 


And a peek is all you'll need to convince you that 
this is absolutely the greatest selection of the most 
unusual juvenile shoe styles in many a season! Each 
and every style a BETZY CROSS first, of top qual- 
ity construction, backed-up by the famous BETZY 
CROSS IN-STOCK SERVICE and popular price! 
Drop in and see what's in store for Spring. And for 


stepping in to say “hello”, BETZY CROSS has a 










special souvenir waiting for you! 





You've got a date with 
BETZY CROSS in Parlor “F” 
4th floor 
HOTEL NEW YORKER 
November 27th to December Ist 








BETZY CROSS division of 


WEARWELL SHOE COMPANY 


138 Duane Street, New York 13, N. Y. 





Amos W. Thompson 


BRAMPTON, ONT.—Funeral services 
were held here recently for Amos Well- 
wood Thompson, 68, who died suddenly 
at his home. 

He had been manager of the Hewet- 
son Shoe Co. here for the past 19 years. 
Born at Brighton, Ont., he went west 
as a young man and joined the staff 
of Amos Holden and McCready Co. in 
Winnipeg and subsequently became 
general manager of the firm at Mon- 
treal. Later he came to Toronto and 
was associated with B. F. Goodrich 
Rubber Co. 


Minnie Werges 
Ludlow, Ky.—Miss Minnie Werges, 
71, who was a partner with her brother, 
Fred Werges, in a shoe store business 
in Ludlow, died recently at her home. 
She is also survived by another 
brother and a sister. 





W. Reven Woelfie 


KITCHENER, ONTARIO. — W. Reven 
Woefie, 76, president of the W. Woefle 
Shoe Manufacturing Company which 
he established 36 years ago, died in 3 
local hospital recently. 
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A Sensation at Chicago!... 





Repeating at 


PPSSA, BOOTH 8, Mezzanine 
Hotel New Yorker, Nov. 27-Dec. 1 


Chalk up another first for Chairmasters, creators of fine shoe 
store furniture! It's the Kiddy-Fitter, first new idea in furniture 
for the children's shoe department or store in a generation. 
Designed to catch the child's eye, it's engineered for durability 
and safety, keeps kids happy and parents comfortable while 


you fit tiny feet. 


Kiddy-Fitter's distinctive styling conforms with your present 


4451 THIRD AVENUE - NEW YORK 57 





seating installation 
or Chairmasters 
can show you 30 
other styles to go 
with it. 


inf. 





WRITE OR WIRE FOR CATALOG AND PRICES OF OVER 30 STYLES OF CHAIRS 
ean 








Fair Buying Reported at 
N. Y. Fashion Show 
[CONTINUED FROM PAGE 129] 


flats. Treatments are proving to be, 
for the most part, pretty and in good 
taste. One style line has come out with 
a very attractive use of plastic paint, in 
decorative sprays of flowers on Spring 
town, as well as resort types. Nailheads 
also seem to be staging a comeback. 
The increased importance of mate- 
rials is a trend to be noted. Last year it 
was linen, straw and shantung. This 
year these continue, with new versions 
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of straws, notably milan, and simulated 
straws, and burlap and hopsacking 
added. Mesh, sold in a limited way last 
year, was seen in some use or another, 
in almost every line. 





Two New Stores Planned 
In Buffalo 


BuFFALO, N. Y.—Two leases have 
been made for new shoe stores on 
Bailey Avenue here. Father & Son Shoe 
Stores has leased the building at 3105 
Bailey Street, and Fowler Shoe has 
leased the store at 3121 Bailey. 





Prices and Tariffs Discussed 


By Tanners 
[CONTINUED FROM PAGE 129} 


leather; a better job is done to convince 
the public that nothing takes the place 
of leather. 

“Any important change in shoe prices 
will result from a proportionate change 
in the general level of our national 
economy. I fully realize that to dispose 
of the whole complicated question of 
prices in one sentence is oversimplifica- 
tion in its worst form. Short term fluc- 
tuations in raw materials markets are 





Officers and Directors Named 
By Tanners’ Council 


New president, Clayton F. Van Pelt, 
president, Fred Rueping Leather Com- 

ny. 
 poaeated-tedee R. Glass, executive 
vice-president; William F. Schumann, Jr., 
treasurer; J. Louis Nelson, secretary. 

New directors—Ralph L. Pope, North- 
western Leather Company; Robert E. 
Binger, Allied Kid Company; Edward M. 
Winslow, Benz Kid Company; Josepk 
Kaplan, Colonial Tanning Company; E. 
Carle Shotwell, Helburn Thompson Com- 
pany; and A. A. Rogers, Proctor Ellison 
Company. Named fo fill unexpired term 
of Frank Belz, who has retired, Erhard 
Buettner, Pfister & Vogel Tanning Com- 
pany. 





a wholly different matter from the long 
term stability I have been talking about. 
While we can’t deny that the seasonal 
pattern of the shoe industry has con- 
tributed to these fluctuations, we must 
admit that the in-and-out tactics of tan- 
ners, manufacturers and retailers have 
accentuated these fluctuations. If these 
in-and-out movements could be syn- 
chronized with the seasonal demand for 
shoes, no harm and possibly some bene- 
fit would result. Because of the time 
lag between hides and shoes it seems 
impossible to tie up a bull market on 
raw materials with a bull market on 
shoes. While fluctuations in sentiment 
and in the retail shoe business have not 
had much effect on the end figures, shoe 
manufacturers cannot afford to buy in 
a bul! market such as prevailed in Sep- 
tember and October and sell in a bear 
market such as threatens to prevail in 
November and December. 

“T should add that if we have a bear 
market on shoes during the next few 
months this probably will be followed 
by a compensating bull market later on, 
probably about the time of the next 
Leather Show.” 

Mr. Gay concluded his address with 
a hint of optimism. “Since September,” 
he said, “there has been, I think, a ray 
of hope in the foreign situation. It is 
possible that the realization is growing 
abroad that free markets, responsive to 
supply and demand, are the only basis 
upon which industry, commerce and 
trade can survive. 

[TURN TO PAGE 162, PLEASE] 
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JULWS ALTSCHUL, INC. 


117-125 GRATTAN ST., BROOKLYN 6, H. Y. — 


Our 50th Year 





Write for your copy 
of our illustrated 
stock fo 


~— 
LONG COUNTER 


BOOTS 
K1525Rr 3%- 6 B-EE White Elk 
F1525Rr Ss- 8 
C1525Rx 8%-1 
4% f. 


WE HAVE IN STOCK THE CORRECTIVE SHOES THAT YOULL WANT | 







IN-STOCK 


DS 
C426Rx 8%-12 A-EE Shark Tip 
B-EE White Elk M426Rx 12%- 3 A-EE Shark Tip 
2B-E White Eik F525Rr - 8 B-EE White Ek 
B-EE Tan Ete F425Rr 6%- $ B-EE Tan El 
B-EE Tan Elk C525Rr_8%-12 B-EE e 














_l20 DANCE SHOES 











$2.15 


SOFT TOE BALLET 


| Ln short soles, pleated toes. 

Hand-mad - Ato D width. Full 
and half sises. & small to 9 large. 
White 027; Black 028. 





NATURE SANDALS 
Meliow chrome split, heavy soles. 
Full and half sizes . . 
large. Black 068; Fawn 069. 


75¢ 


- 9 small to 9 





THEO-TIE TAP SHOE 
Genuine patent leather with covered 





$3.50 


EVERLAST TOE SHOE 


With famous “rainbow arch.” Spe- 
cial on-the-square toe design. In 
Pink 041; Black 042; White 043. 
B to E width. 9 small to 9 large 
25¢ extra with ribbons. 


ADVANCE THEATRICAL SHOE COMPANY, 32 W. Randolph, Chicago 1, Ill. 





Fall Meeting Held sh Shoes Associated 





Officers of Shoes Associated at the Fall meeting of the retail group in Dalias, 
left to right, are A. F. Kuhleman, treasurer; E. C. Orr, vice-president; Harold F. 
Volk, president; and Albert Wachenheim, Jr., vice-president. 





DALLas, TEX.—Shoes Associated, com- 
prised of more than thirty independent 
shoe retailers and specialty stores 
throughout the country, held their Fall 
meeting recently in Dallas. Harold F. 
Volk, president of Shoes Associated and 
of Volk Bros. Co., Dallas, acted as host 
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during the three-day meeting. 

Part of the agenda included a tour 
of the three Volk Bros. Co. stores, and 
entertainment for the group included a 
brunch at the conclusion of the business 
sessions, after which members attend- 
ing were guests of Mr. Volk for the 


SMU-Texas football game. Following 
the football game, the retailers left by 
special pullman to attend the National 
Shoe Fair in Chicago. 

Business sessions touching on a re- 
view of 1949 trends and projections for 
1950, were continued on the train en 
route to Chicago. 

Members of Shoes Associated attend- 
ing the Dallas meeting included: Harry 
Fontius, Jr., Fontius, Denver; George 
Hess, retiring president of the National 
Shoe Retailers Association, N. Hess & 
Sons, Baltimore; Ned Hess, of the same 
company; Mr. and Mrs. Richard Hof- 
heimer, Hofheimer’s, Norfolk; Mr. and 
Mrs. David Hirschler, of the same com- 
pany; Albert Wachenheim, Jr., vice- 
president of Shoes Associated, newly- 
elected president of the NSRA, The Im- 
perial, New Orleans; Michael Murphy, 
Krupp & Tuffly, Houston; A. F. Kuhle- 
man, treasurer of Shoes Associated, also 
with Krupp & Tuffly; Elmer Nordstrom, 
Nordstrom’s, Seattle; E. C. Orr, vice- 
president of Shoes Associated, Potter 
Shoe Co., Cincinnati; Jim Orr, also of 
Potter Shoe Co.; J. A. Cox, Robinson’s, 
Kansas City, Missouri; Herbert Som- 
mer, Sommer & Kaufman, San Fran- 
cisco; Max Sommer, of the same com- 
pany; and Miss Marion Palmer, execu- 
tive vice-president of Shoes Associated, 
New York. 








bey a a repeat sensation! 





A wow of a value last year at $2.40 and $3.00! 
This season, more popular than ever and the 
value more terrific. Black, brown, green electro 
Suede with thick natural crepe wedge sole. Remov- 
able kiltie. M 4 to 9. $2.00 
Also in black, brown, wine or pine green Elk with 
thick natural crepe wedge sole. $2.50 


IDEAL SHOE COMPANY 


Cor. 4th & Arch Streets, Phila. 6 Pa. 





Canadian Chain Officers 
Re-elected 


BRANTFORD, ONT.—R. Karn of Brant- 


ford, Ontario, was re-elected president 
| of Agnew-Surpass Shoe Stores, Ltd., 


at a recent meeting of the directors. 


k. L. Giillelan, also of Brantford, was 


re-elected vice-president and secretary- 
treasurer, and W. L. Muir, Quebec 
City, assistant secretary. 

Mr. Karn, in his report to the share- 
holders, said that sales in 1948 showed 


| an 8 per cent rise over the previous 


year, amounting to $9,074,335. Net 
earnings, after provision for taxes, 
totalled $520,364, or $1.29, a share, 
compared with $1.28 a share last year. 








& (KEE-WEE) 











Holds Anniversary Promotion | 


MICHIGAN 
tions ranging from 10 to 11 per cent 


were made by the Boston Shoe Store | 


at 729 Franklin Street during their 
recent 30th anniversary promotion. 


| The store carries footwear for the en- 
| tire family. 


| Store Renews Lease 


CoLumBus, O.—The Foot Saver Shoe 


Co., 108 South High Street, has taken | 


a new lease on its storeroom. The room 


| will be redecorated and new floor cov- | 


ering and display windows installed. 
Lafe Cooksey is store manager. 


Crry, INp.—Price reduc- | 


it’s Going 
Like a House Afire! 


1, KIWI is by far the top-quality shoe 

polish in America! 
2. The favorite of millions of serv- 
| icemen who tell their friends! 
3. Eye-catching, high- -frequency 
KIWI advertising in leading 
newspapers and magazines! 

4, For your customers—8 rich colors 
—plus transparent dressing! 


THE KIWI POLISH CO. PTY. LTD. 
| 836-844 South Swanson St., Philadelphia, Pa. 





Loses Store by Fire--Builds Better One 





Tropical color and home-like comfort lend to Breece's Bootery an inviting and 


relaxing 


ALBUQUERQUE, N. M. — Serving the 
Heights, Albuquerque’s busy “uptown” 
district, for three years, Breece’s Boot- 
ery outgrew one shop and about a year 
ago the next shop was destroyed by 
fire soon after its opening. Thomas E. 
Breece, owner and manager of this pro- 
gressive, style-conscious store, then de- 
signed and built a smartly beautiful 
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atmosphere. 


and comfortable shop for Breece’s large 
family trade in the higher price range. 

The shop has a “living-room” appear- 
ance with soft chairs and tables within 
easy reach. Three large mirrors give 
an illusion of spaciousness that belies 
the room’s actual dimensions. 

Colors are cerise, chartreuse, a dark- 
er green and taupe, with white walls 


that acquire a deep creamy appearance 
from eight lighting fixtures. Custom- 
made carpeting of deep pile is pat- 
terned in cerise and chartreuse squares 
with taupe along the front, the foyer 
to the stockroom and the manager’s 
semi-private corner office. Inconspicu- 
ous showcases for shoes and handbags 
do not detract from the “living-room” 
atmosphere and are of bleached wood 
as are some of the occasional tables. 
Others are of rattan, made in Hawaii. 
From Mexico came the 30-inch Oaxaca 
vases in soft rose with hand-painted 
swirls of color. They hold tall grasses, 
tinted in rose, beige, cerise, lavender. 
Green and lush ivy and other plants 
grow everywhere and, with the copper 
accessories, heighten the sense of 
warmth and color. Window rails are 
low enough so that the inviting interior 
of the shop is clearly visible from the 
street, and the windows easily accessi- 
ble from inside. 


Leaves Charles Stores 


NEw YorK—Louis L. Goldstein, for 
the last seven years buyer of women’s, 
men’s and children’s shoes for Charles 
Stores Company, has resigned, the com- 
pany announces. 

Prior to becoming associated with the 
Charles organization, he was with 
Sattler’s in Buffalo. 
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Fill-In Buying Good 
At Michigan Fair 


[CONTINUED FROM PAGE 132] 


Shepard’s, Lansing, who was re-elected. 

Elected to the board of directors for 
a three-year term were: Clyde K. Tay- 
lor, Detroit; Max Harryman, Lansing; 
V. A. LaPorte, Bay City; R. V. Todd, 
Pontiac; Fred Murray, Charlotte; and 
W. J. Gladstone, Grand Rapids. 

Annual meeting of the Michigan 
Shoe Travelers Club was held at the 
Hotel Statler on November 5. E. W. 
Jensen of the Five-star Footwear Com- 
pany was re-elected president of the 
MSTC. The other new officers are vice- 
president, Sam Kane, Bates Shoe Co.; 
secretary, Moe Cantor, Simplex Shoe 
Co.; and treasurer, John Shelby, Lion 
Shoe Company. 

Elected as directors were Bruce W. 
Dickman, Miracle Tread shoes; Al Ap- 
ple, Portage Shoe Co.; and C. E. Arm- 
bruster, of the Plymouth Shoe Co. 
George H. Lawson, Phyllis Shoe Co., 
was elected chairman of the board. Mr. 
Lawson and Frank J. Delboy of Coronet 
polishes were co-chairmen of the fair. 


The annual banquet, which wound up 
the three-day sessions on Tuesday 
evening, was on a more elaborate scale 
than hitherto, and included the presen- 
tation of well-known talent brought 
here from New York. 


Plans for a retailers’ forum to be 
held at the Michigan State College, 
probably in February, were announced 
by Otis Cook, managing director of the 
Michigan Retail Association, of which 
the MSRA is a constituent member. 
This includes plans for joint sessions, 
and for separate panels devoted to 
problems of shoe merchants alone, co- 
ordinated with a joint banquet in the 
evening. 

Favorable action was taken on the 
suggestion of Nathan Hack, to plan an 
inventory control clinic to study this 
special problem this Winter. The clinic, 
to be sponsored by Wayne University, 
will be held in Detroit. 

A series of plans were initiated at 
the convention for the joint promotion 
and merchandising of shoes, to include 
a widespread variety of cooperative 
activitids. These included: 

Establishment of Michigan Shoe 
Week, to be proclaimed by the Gover- 
nor, and featured in all shoe store pro- 
motion as a regular annual feature; an 
immediate program to stimulate Christ- 
mas sales, probably built on the theme 
“buy shoes for Christmas”; joint mer- 
chandising on a particular style theme, 
tied in whenever possible with related 
merchandising campaigns by other re- 
tail groups. 


Remodeled Store Has 

Picture Frame Front 
Detroit—The Hanover Shoe Store, 49 

Monroe Street, in the heart of the De- 
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Walker Comfort” says. 


INCREASE YOUR PROFITS 


with 





Style 94 (black) 
Style % (tan) 











For the bigger profits that come from repeat sales, carry these New 
LaSalle last, seven-eyelet Bal oxfords. They have traditional Dr. A. 
Reed cushion comfort for more satisfied customers . . . 
... more profits. A complete range of sizes and widths is in stock, 
both tan and black calf. For the complete Dr. A. Reed Cushion 
comfort line, write for the In-Stock catalog. 


more sales 


*Walker Comfort enjoys real shoe and foot comfort, the kind he gets 
when be wears Dr. A. Reed cushion shoes. 


Dr AReed 


ppt. Bao tate 
WATTLE LALLES 


THE SHOE WITH THE SOLE OF COMFO 








troit downtown area, has been literally 
put into a picture frame after 31 years 
at that location. A full page ad in the 
local papers recently announced the re- 
opening of the store, said to be one of 
the most modern of the 105 units. 

One of the few picture frame fronts 
in existence, the store has a 14-inch 
strip of stainless steel outlining its 
frontage, with a maroon center panel of 
glass vitrolite. The picture frame idea 
has also been applied to the two out- 
side show cases—one a keyhole type 
measuring 15 feet long and six feet 
wide, and the other a straight back 


measuring four feet long and six feet 


wide. The larger window has a double 
platform for display, and the smaller 
has a single platform. 

Originally the store measured 15 feet 
by 45 feet. By acquiring an adjoining 
shop the renovated store measures 31 
feet by 45 feet. 

Another feature of the exterior is the 
glass front with a center panel between 
two doors. An inside table display case 
occupies this center panel. Displays in 
the two outside cases help both custom- 
ers and sales personnel. V. T. Ryan 
is manager. 








White Shoes 


that con be Kept Clean with only 


soap and Water 
More Sale-able 


A.H. Ross & Sons Co. 
Vanuers Since 18 § 5 
Chicago 722, Ill 











Store Fits Men at Work 


In Factories 


HAMILTON, ONT.—The Robert Wilson 
Shoe Store, 73 King Street East, which 


inaugurated a home fitting service a | 


year ago, now has extended this service 
t«: include factories and institutions. 
The store invites men to call and have 


a Wilson representative visit them at | 
their place of employment. The service | 


also has been extended to those wishing 
shoes in hospitals or sanatoriums. 

Two phone numbers are listed—one 
for adult service and one for children’s 
home-fitting service. 





Free Bags at Store Opening 


Syracuse, N. Y.—Darling Stores 
have opened a new shoe shop for women 
at 317 South Salina Street. As an open- 
ing feature, the store gave a handbag 
free with each purchase of women’s 
shoes at $2.99 and over. 





New Morse Store Opened 


MANCHESTER, N. H.—A new Man- 
chester footwear establishment, Morse 
Shoes, was opened recently at 827 Elm 
Street. A three-day celebration marked 
the opening. 

During that period, a handbag was 
given free with every purchase of 
women’s shoes at $2.99 or over, and 
every purchase of children’s 
brought a free complete pencil box. 


shoes | 
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BY BERNED 


America’s Foremost Specialists 
in Dance Footwear 





ACROBATIC SANDALS 
Top grade chrome split 
suede leather 


Colors: black and fawn 

Full sizes: 9 small to 9 large 

oo ee oh es - $0.75 

Crepe sole 
All prices NET F.O.B. Boston 


BERNED SHOE CO. 
207 Essex Street, Boston, Massachusetts 
| Manufacturers — Distributors 

















Salon-Type Store Sells Men’s Shoes Only 





The only shoes shown in the Smart Shoe Shoppe, in Hollywood, Florida, are in 
five large shadow boxes, some with green frames and rose interiors; some with 


rose frames and green interiors. 


HoLLywoop, FLa.—Two experienced 
shoe men recently opened a new store 
called the Smart Shoe Shoppe at 1933 
Hol'ywood Boulevard, here. Only high 
grade men’s lines are carried. The two 
rartners are W. B. Hoffheims, who 
has been in the real estate business 
for five years in Hollywood, but who, 
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prior to that, had been at various times 
with the Schiff Company and the Key- 
stone Shoe Co., of Pittsburgh, Pa., and 
Victor B. Freedman who had had shoe 
experience in New York, New Jersey 
and New Hampshire before coming 
here. 

Depending exclusively on shadow 


boxes for the inside display of their 
merchandise, the partners have created 
an effective interior by the use of color. 
The walls are dusty rose with pine- 
frost green as a trim. The three 
shadow boxes on the right have green 
frames with rose interiors; the two 
en the opposite wall have rose frames 
with green interiors. The wall-to-wall 
rug is green and the wing chairs are 
upholstered in a green and grey com- 
bination. The store is air-conditioned. 





Remodeled Store 
Air Conditioned 

TALLAHASSEE, FLA. — The formal 
opening of Butler’s newly remodeled 
shoe store at 224 S. Monroe Street at- 
tracted a large crowd. The interior has 
a new ceiling with fluorescent lighting 
and walls have shadow boxes. New fur- 
nishings have been installed, and the 
entire place is air-conditioned. 





Sales Tax Bill Defeated 


Concorp, N. H.—A vast tax-raising 
program providing nine different meth- 
ods of raising revenue, including a gen- 
eral five per cent sales tax which the 
sponsor estimated would yield between 
$5,000,000 and $10,000,000 a year, has 
been killed by the State Senate here. 
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Satety 
Certified 3 Ways 


1. By the Underwriters Lab- 

oratory Seal which has 
appeared on every Simplex 
X-Ray Shoe Fitter for the last 
10 years. 


2 By a Signed Statement 

" certifying that tests es- 
tablished by the American 
Standards Association have 
been applied. 


3. By Standardization Charts 

prepared by a Registered 
Physicist, at buyer's request. 
Write for Complete Information on 
Simplex Safety, or ask the Simplex 
X-Ray Representative who calls 
on you. 


X-RAY SHOE FITTER, Inc. 
3533 N. Palmer St., Milwaukee 1, Wis. 
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| Teoled Leathers Now on a 
| Mass Production Basis 


New YorkK—Leonard Freedman and 
Sons of New York City, creators and 
producers of fashion leathers, and spe- 
cialists in the mass production of tooled 
leathers closely resembling the hand- 
tooled designs of Western craftsmen, 
reports a large demand for its creations. 
Freedman’s patented designs are now 
finding wide use in cowboy boots and 
more recently in shoes. 








Lariats, bucking bronchos and wagons 
embossed on leather. 


Taking advantage of the present 
popularity of Western style shoes 
and accessories, the Freedman com- 
pany is introducing a new design called 
“Rodeo.” This design is jammed with 
brand symbols, lariats, chuck wagons, 
cowboys on bucking broncos in an 
action-packed montage. The designs 
are embossed on whole skins in over-all 
patterns, so that a full repeat of each 
design is obtained in each cutting, a 
feature Mr. Freedman believes is exclu- 
sive with him. 


plate fifteen years ago which would 
enable him to reproduce hand tooled 
designs and these plates, plus other 
techniques, produce designs which can 
hardly be distinguished from hand tool- 
ed leather. With the use of these plates, 
the company can produce 25,000 square 
feet of tooled leather a day. Six hun- 
dred and seventy-five different emboss- 
ing plates in over 120 colors used on 
27 different materials enable the com- 
pany to satisfy practically any need. 
These plates have been made available 
to certain manufacturers who lease 
them on a royalty basis. The authen- 
ticity of these original designs has been 
officially recognized by the U. S. Patent 
Office which has issued patents for all 
of them. 


Freedman company reproduces consid- 


alligator, lizard, morocco, smooth saddle 
finishes and other grains. These grains 
are produced on various leather: calf, 





sides, splits, pigskins and sheepskins. 


Lots of 
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Infant’s and Children’s Shoes 
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Pian allows you to reduce your in- 
ventory while increasing your selec 


tion of styles and sizes — this means 
more sales because 


you can please 





Mr. Freedman created an embossing | 


Besides these original designs, the | 


erable quantities of designs, such as | 





Ne. 1000 (White), 
1001 (Black Pat.) 
Our beautiful Baby 
Doll. All leather, 
Nylon French Cord 
Bound. Sizes 2-12, in 










Ne.40!1p- Washable 
Elk Intermediate. 
Chubby last, uplift 
cusaces, moceses 
vamp scalloped 
tongue. Sizes 1-4. 





Write for illustrated catalog 
showing all styles, sizes, and prices. 
ED WHITE JUNIOR SHOE CO. 


PARAGOULD ARKANSAS 
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distinctively modern... 


There is no finer example of the designer’s 

art and the craftsman’s skill than this Thonet 
Bentply furniture, selected for the new 
Coward Shoe Store. Crisp, compact and 
smartly styled, it is also richly finished and 
truly functional. With over 100 years’ 
experience, Thonet successfully combines style 
with both comfort and durability. 


Folder * 4812 giving detailed information on 
Thonet Bentply and Bentwood Furniture 
will be sent promptly on request. 


[THONET 


RNITURE 


FOR FINE Fl 


Visit Our Booth #423-424 at the 
National Hotel Exposition, Grand 
Central Palace, N. Y. 





COWARD SHOE STORE, PHILADELPHIA 
Thonet chair 5002 and fitting stool 601 


New York °¢ 








ONE PARK AVENUE, NEW YORK 16, N. Y. 


SALES OFFICES: 
Chicago ¢ Statesville, N. C. 











The all-glass front of this new Modesto, California store permits an unimpeded 
view of the accessories shown on a modernistic table just inside. 


store are V. O. Mosier and R. C. 
Davenport. 


MopestTo, CALIF.—A retail showplace 
cf Modesto is the new Mosier and 





Davenport Shoe Salon which opened 
recently in an ultra modern store at 
1209 J Street. Owners of the new 
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Featuring nationally advertised 
women’s shoes, the shop also carries 
handbags, hosiery and costume jewelry. 


The all-glass front of the shop per- 
mits maximum vision into the store. 
The interior is done in greens, ranging 
from very dark to pastel with light 
limed oak fixtures and grey carpeting. 
The upholstered chairs and fitting 
stools are covered in red and green. 
Iiluminated shadow box wall cases are 
used to display merchandise. All stock 
is concealed at the rear of the store. 
Plant boxes are used both inside and 
cutside the store. The base of one 
wall has angled mirrors to permit 
customers to view shoes and a section 
of one wall has a large mirror to give 
full length view. 

Before opening their own store in 
Modesto, Mr. Mosier and Mr. Davenport 
were manager and assistant manager 
respectively of Don Burton’s Shoe 
Store in Stockton. Previous to that, 
Mr. Mosier was with Gude’s in Los 
Angeles and Mr. Davenport was with 
an eastern shoe firm. 





New Store Planned 


Macon, GAa.—An application for a 
charter for a corporation to be known 
as Walden Shoe Store, Inc., has been 
filed here in Bibb County Superior 
Court. Incorporators listed themselves 
as Roy B. Walden, Ferrell R. Ard and 
Carl L. Beard. The application stated 
they will begin business with a capital 
of $15,000. 
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NEWS OF THE 


. SCSI ind Nitty VOLS 


Sales Executives Promoted by U. S. Rubber 





GREGG T. WARD 


New YorK — Two major promotions 
in the footwear and general products 
division of United States Rubber Com- 


pany have been announced by C. J. 


Noonan, general sales manager of the 
footwear and general products division. 
Gregg T. Ward, branch sales manager 
of the footwear division, has been ap- 
pointed general merchandise sales man- 
ager. Glen Allen Lovell, sales manager 
of foam rubber, has been named sales 
manager of manufacturers’ products. 

In his new position, Mr. Ward will be 
responsible for products of the division 
which are sold primarily through retail 
outlets. Mr. Ward started work with 
the rubber company early in 1925 as a 
sales clerk in the San Francisco branch 
where he was later promoted to man- 
ager of footwear sales. In 1930 he was 
transferred to Baltimore branch as 
sales manager, and the following year 
Was appointed sales manager of New 
York branch. His next important pro- 
motion came in 1939 when he was as- 
signed to the headquarters staff in 
New York City as manager of sales 
development for footwear, clothing, and 
foam rubber. A year later he was made 
sales manager of the nation-wide 
branch sales organization. 

Mr. Lovell will be responsible for all 
products of the footwear and general 
products division which are sold di- 
rectly to manufacturers and allied cus- 
tomers. These include foam rubber for 
transportation uses and home furniture, 
fuel cells, coated fabrics, automotive 
mats and sponge products. 
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GLENN A. LOVELL 


Mr. Lovell started his rubber career 
31 years ago as an apprentice in a 
Pennsylvania plant of the company, 
where he won steady promotions until 
he became manager of production con- 
trol in 1932. That same year he was 
transferred to the company’s Misha- 
waka, Ind., plant where in June, 1938, 
he became manager of clothing and 
coated fabrics. In January, 1944, he 
was appointed sales manager of foam 
rubber. 





New Wholesale Firm 
Opened in St. Paul 


St. Pau, Minn.—S. Solland and D. 
B. Cardelli have organized a new whole- 
sale firm here and opened officially for 
business on November 7 as Shoeville, 
Inc., at 455 Broadway. They will carry 
lines of soft-sole slippers, hand-sewn 
moccasins and rubber footwear. Both 
men have been in business together be- 
fore, having operated retail stores in 
Minneapolis and St. Paul for the last 
four years. Prior to that Mr. Solland 
was in the sales department of the 
United Shoe Machinery Corporation. 





Philadelphia Firm Moves 


PHILADELPHIA — Benjamin Halpern, 
head of Halbro Shoe Company, well- 
known wholesale firm here, announces 
that his company is now located in its 
new quarters at 17 North Fourth Street, 
this city. 


Fred G. Charon Joins 
Allen Edmonds 


BeLciIum, Wis.—E. Richard Allen, 
vice-president and sales manager of 
Allen Edmonds Shoe Corporation, has 
announced the appointment of Fred G. 
Charon as a member of his sales staff. 
He will cover Michigan, Ohio, Kentucky 
and Western Pennsylvania. 

Mr. Charon has had valuable experi- 
ence in the marketing of shoes, much of 





FRED G. CHARON 


which was acquired during his terms of 
service with the Florsheim Shoe Com- 
pany, Wolverine Shoe & Tanning Com- 
pany and others. 

During World War II, he was a top 
sergeant in the 12th infantry and saw 
action during the Normandie invasion. 
His home is in South Bend, Ind. 





Four New Salesmen Join 
Staff of Cobblers 


Los ANGELES—Following the sales 
meeting held prior to the National Shoe 
Fair in Chicago, Cobblers introduced to 
their staff four new territory men. 


Ralph L. Cohen, formerly sales man- 
ager of the Dianaflex Corporation, will 
cover the Eastern states, and be in 
charge of Cobblers New York sales of- 
fice. O. W. “Bud” Minor will take over 
the Midwestern section. Harry Ungles 
will cover Southern California, while 
Jimmie Foster will join his father, 
A. E. Foster, to form a “father and 
son” selling team in the Southwestern 
part of the United States. 
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Two New Men to Carry Bostonian Line 





ALBERT J. NEILL 


WHITMAN, Mass.—M. Robert Shaffer, 
vice-president of Commonwealth Shoe 
and Leather Company, manufacturers 
of Bostonian shoes for men, has named 
two new men to his staff of salesmen, 
Albert J. Neill and Robert E. Rath. 

With the exception of twenty-seven 
months in the Pacific with the Fifth 
Air Force, Mr. Neill has been con- 
nected with Commonwealth for the last 
fourteen years in the sales department 
and in a customer relations capacity, 
during which time he has come to 
know many Bostonian customers. He 


ROBERT E. RATH 


will travel in Central and Western 
Pennsylvania, taking over a part of the 
territory formerly covered entirely by 
Donald Brien. Mr. Brien has relin- 
quished approximately half of this ter- 
ritory. 

Mr. Rath has been connected with the 
retail division of Commonwealth and 
has had wide experience in retailing 
shoes in Omaha, Nebraska, and the 
Middle West. He will sell Bostonians 
in the North Central states, making his 
headquarters in Omaha. 





Ready-to-Wear Designer 
Ready to Wear Boots 


NASHVILLE, TENN. — Leatherneck 
boots, designed and distributed by Gen- 
eral Shoe Corporation, as one of its 
most interesting developments of the 
past year, received some international 
recognition recently when Jacques Fath, 
Paris, France, designer told the Dallas, 
Texas, Jarman store manager: 

“These new boots are the most orig- 
inal and different that I have seen in 
men’s footwear in any American city 
since my arrival in the United States.” 

Mr. Fath made this observation to 
Howard Tinsley, manager of the Jar- 
man men’s store, after he had pur- 
chased four different pairs of the boots 
for his personal use. 

He is a designer for Neiman-Marcus, 
of Dallas; Lord & Taylor, of New 
York; and other prestige stores in the 
United States in the fine ladies’ ready- 
to-wear field. 


Joins W. B. Coon Co. 


ROCHESTER, N. Y.—Clyde Johnson of 
Olean, N. Y., has joined the W. B. Coon 
Co. as sales representative for the state 
of New York. 

Mr. Johnson, who formerly ran his 
own retail business, will carry the Foot 
Caress line, the new women’s Crik-ett 
casuals and the children’s shoe line. 
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Resigns as Treasurer of 
Dunbar Pattern Co. 


Str. Louis—John F. Teehan, treasurer 
of Dunbar Pattern Co., recently re- 
signed his position with the company 
and retired from active business. Mr. 
Teehan had been connected with shoe 
pattern manufacture for 51 years and 
had spent the greater part of that time 
with the Dunbar Pattern Company. 
During his active years, Mr. Teehan 
contributed much to improve methods 
of shoe manufacture and holds patents 
on special features of shoe construction. 

The present officers and directors of 
the Dunbar Pattern Company are John 
H. Dunbar, president, and Walter C. 
Johanning, vice-president, located in 
St. Louis; Walter J. Manning, second 
vice-president, located in Milwaukee; 
Helen Kinnear, treasurer; and Dan 
Lane-stylist and manager of the Brock- 
ton plant. 


Prima Reduces Prices 


CoLumBus, O0.—A five per cent re- 
duction on all shoe lines manufactured 
by Prima Footwear Co., Columbus wo- 
men’s shoe manufacturer, has been an- 
nounced by Mark B. Deitsch, president. 
Mr. Deitsch said the reduction was made 
in the face of generally firming prices 
in the industry. The decrease is effec- 
tive immediately. 


Wholesale Price Increases 
Announced by International 


St. Louis.—Increases averaging 18 
cents a pair in the wholesale prices of 
men’s and boys’ shoes and 10 cents a 
pair in the wholesale prices of juvenile 
shoes were announced recently by the 
International Shoe Company. Increases 
in women’s shoes averaged 10 cents a 
pair. These averages apply to shoes in 
the company’s general line sales divi- 
sions, and the increases should result in 
only minor changes in retail prices, the 
company stated. 

It was pointed out that these price in- 
creases amount to less than the reduc- 
tions which were made just prior to the 
beginning of last season. At that time, 
in April, 1949, the company announced 
reductions averaging 20 cents a pair in 
the case of men’s and boys’ shoes, and 15 
cents a pair in the case of juvenile shoes. 

Substantial increases in the cost of 
hides and leather which have developed 
since early in the Summer of this year, 
have increased the cost of shoes, mak- 
ing necessary this partial restoration of 
the earlier reductions, it was said. 





Made Eastern Sales Manager 
Of Lotus Shoes, Inc. 


New YorK—Adolph Axelrath, presi- 
dent of Lotus Shoes, Inc., New York, 





AUSTIN MURRAY 


announces the appointment of Austin 
Murray as eastern sales manager for 
that firm. Mr. Murray was formerly 
with the buying staff of Brooks Bros. 
on Marison Avenue, and has had a wide 
experience in distributing and retailing 
English shoes. He will assume his new 
post in mid-November. Lotus will open 
a new show room at 5 East 40th Street 
about December Ist. 

Mr. Murray expressed the opinion 
that these well-known English shoes 
will find a wider acceptance through a 
stepped up style program which is to 
be introduced. Lotus shoes will be avail- 
able on both an in-stock and make-up 
basis. Mr. Murray’s plans call for a 
visit to England in January for confer- 
ences on the new Lotus style program. 
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No. 737 
Same as above but Sling Strap $1.45 
TOP BUY OF SEASON! 
IMMEDIATE DELIVERY 
Seeing is believing] ORDER NOW! 
Write for Women's Cataleg—Great Valves! 


GLOBE SLIPPER CO. 
1140 Broadway, New York 1 
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VALUE PLUS QUALITY 
MEN’S BROWN KiD ROMEO 


Leather Sole 
Rubber Heel 
Full Leather Lining 


$9.65 


Per Pair 






Sizes 6 to 12 
Any quantity. At once Delivery. 
Terms 2/10 N/30 
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teathercrafters Since 1 
120 East 16th Street, New York 3, N. Y. 
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What’s New 





| New Shoe Cloth Carries 


Store Advertising 


New YorK—The Meyer Label Com- 
pany of 5 East Sixteenth Street, this 


city, has perfected a shoe cloth for use 


as a give-away item in shoe stores and 
shoe departments. 
It ean be had, in lots of not less than 
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Modern Cedreriising 
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The volume-priced shoe cloth carries 
the name of the store, can be had in 
several colors, and is designed as a 
pat item with every pair of shoes 
sold. 


5,000 in any desired color and imprinted 
with any design or name which the pur- 
chaser may elect. The polishing side of 
the cloth is felt-like in appearance and 
this fabric is backed on the reverse side 
with a vulcanized rubber fabric which 
prevents the cloth from tearing and en- 
ables it better to keep its shape. The 
cloths are four inches wide and fourteen 
inches long. 

To this cloth has been given the name 
“Shoo-Dusta,” which is to be registered 
with the United States Patent Office. 





Matched Juvenile Cowboy 
Outfits on Market 


New YorRK—Matched cowboy outfits 
complete with authentically styled 
leather boots, matching belts, holsters 
and revolvers which come either locked 





Belt, 
with boots, make up pockage unit for 
store sale. 


holsters and revolvers which, 


or equipped to shoot standard roll caps, 
have recently been introduced by the 
Service Manufacturing Company of this 


. city. 


The boots come in brown elk and may 
be had with burgundy, red or green up- 
pers and the matching belts and holsters 
come in the same colors as the boot 
uppers. Known as the S-Bar-M com- 
bination, the appeal is obvious to juve- 
niles, who not only want boots but 
everything else which is necessary to 
turn them into cowboys. 

Accessories not only match the boots 
in color but also in pattern. 





Whore Vy 


Duy, 


| ee er oe ce ers er 





| srr 





JOBS 


oe Ee OE ee 


JOBS 








FOR SPECIAL PROMOTIONS 





POPULAR PRICE SHOE SHOW 
NOV. 27-28-29-30, DEC. 1 
HOTEL MEW YORKER, NEW YORK 

ROOM ... 1449 


MOSINGER-COHN 


1235 Washington Ave. St. Lowls, Me. 
“Over A Quarter Century"’ Fine Footwear 
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SHOE ORNAMENTS 





RHINESTONE ARE NOW MANU- 
FACTURING THE LATEST STYLE CUT STEEL 
BEADED SIDE {N ADDITION 


ORNAMENTS 
TO THEIR RHINESTONE LINE. 
* SAMPLES CLADLY SUBMITTED ° 
LOWEST PRICES 
RHINESTONE CREATIONS 


751 NORTH 39TH STREET 
PHILADELPHIA 4, PA. 
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Right and Left Quarter : 
Patterns for better ankle fit. Other built- 
in features. Write for descriptive price 
list, and franchise availability. 
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New Soling Material 
Company Organized 


New York.—J. Lenihan, formerly 
with the Jay Lenihan Company, of 
Brooklyn, manufacturers of  soling 
material, and Nelson Carman, have in- 
corporated under the name of the Leni- 
han-Carman Rubber Company. The 
new company will manufacture and dis- 
tribute soling for shoes and slippers and 
will also act as New York sales repre- 
sentative for A. Sewall & Sons, of 
Lewiston, Me., manufacturers of plat- 
form materials. 


Brackman Covering California 
And Southwest 


Los ANGELES.—Henry Brackman is 
now covering California and the South- 
west for Keith, Keith & McCain, Inc., 
of Rockland, Mass. He is making his 
headquarters in this city. 


Harold Krasner Appointed 
Desco Sales Manager 


New YorkK.—Max Eisenberg, presi- 
dent of Desco Shoe Corporation, an- 
nounces that the newly-created position 
of sales manager has been filled with 
the appointment to that post of Harold 
J. Krasner. Until joining Desco, Mr. 





HAROLD J. KRASNER 


Krasner was Eastern representative of 
the Barrett Shoe division of General 
Shoe Corporation. 

Mr. Krasner has had a long career in 
the footwear industry, dating back to 
his days as a shoe buyer at Kahne and 
Company, Newark, where he spent six 
years, six years as buyer at Abraham 
and Strauss and four years as buyer of 
shoes and accessories at the May Com- 
pany in Baltimore. 

Following sixteen years of shoe buy- 
ing, he formed his own sales agency rep- 
resenting five major shoe manufactur- 
ers whose output was sold by Mr. Kras- 
ner and a sales force which he directed 
consisting of fifteen men. In 1947 he 
disbanded his selling organization and 
joined General Shoe. 

Mr. Krasner is a graduate of McGill 
University, Montreal, and holds an 
L.L.B. degree from Rutgers University 
School of Law. 





Style Coordination Book 
Issued by International 


St. Louris—A new Spring and Sum- 
mer 1950 style coordination booklet has 
recently been brought out by Interna- 
tional Shoe Company for the use of all 
the women’s sales divisions and custom- 
ers. It contains the “shoe and leather 
colors adopted from the Textile Color 
Card Association plus some additional 
individual colors, that have been co- 
ordinated with related fashion in- 
dustries.” 

These colors are four in number and 
are especially recommended for use in 
tone-on-tone, ombré and multicolor ef- 
fects. Pages on white and black are also 
included. 

The booklet is a handy pocket size 





Whve Vy, 


Duy 9, 


6 6 5 6 EF 6 FE FPP OS 


JOBS 


6 EE EF Te Ie 











and is arranged with thumb-indexing 
so that it is possible to turn instantly 
to the page dealing with each particular 
color and to find a list of costume colors 
for which this shoe color is especially 
suitable. 

When closed, the booklet resembles a 
flattened shoe box about 5 inches by two 
by two. 


Shoe Executives Participate 
In College Conference 


DurRHAM, N. H.—Representatives of 
the shoe manufacturing and allied in- 
dustries participated as speakers, dis- 
cussion leaders or conference chairmen 
at the fourth annual N. H. Industrial 
Supervisors’ Conference at the Univer- 
sity of New Hampshire here. 

Among them were Arnold E. Han- 
son, director of personnel relations at 
The Brown Co. in Berlin, whose prod- 
ucts include shoe innersoles; David F. 
Quirk, foreman at the J. F. McElwain 
Co., shoe manufacturers, in Nashua; 
and Clinton Wallace, comptroller of 
the McElwain concern. 





Singing Boots for Bing Crosby 


KENEDY, TEX.—Hugh Smith, well- 
known bootmaker of Kenedy, has re- 
ceived an unusual order for a pair of 
boots from Bing Crosby, famous 
crooner. The order calls for a design 
on the front that is to contain the open- 
ing notes of one of his new songs. 





Sandal Factory Planned 


TAHLEQUAH, OKLA.—Plans are under 
way for turning the Western Sandal 
Shop here into a sandal factory by in- 
stalling the necessary machinery. The 
Lusiness is owned by Ernest Crepeau, 
and turns out hand-made sandals. 
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C. A. Eaton Salesmen See Spring Styles 





Executives and Eastern division salesmen of the C. A. Eaton Company, left to 
right, standing, are Cari Bauer, Marty Stein, Edward M. Robinson, Richard Jackson, 


Gordon Bolinder, Edward Granger, Edward F. Moore and James Stein. Seated, | 
also left to right, are Edmond S. Kornsand, Arthur Snow, Charles C. Eaton, Jr., | 


Martin E. Blondell, Joseph F. Schiro and 


BROCKTON, Mass. — Salesmen of the 
Eastern division of the C. A. Eaton 
Company, manufacturers of “Etonic 
All-Weather” shoes, gathered in Brock- 
ton for a three-day meeting recently and 
were introduced to a dramatic display 
of Etonic styles for Spring. 

Charles C. Eaton, vice-president and 
general manager of the company said, 
“Our Spring styles are especially de- 
signed to help the men’s shoe retailer 
make more extra pair sales. We are 
confident that well-styled, light-weight 
casuals, two tones, ventilated, mesh, and 
woven patterns will help many shoe 
dealers to make more sales and profits 
which are essential to their continued 
success.” 

Among those attending the gathering 


Richard Bell. 


were Carl Bauer, leather buyer; Marty 
Stein, New York State, New Jersey and 
Pennsylvania; Edward M. Robinson, 
sales department; Richard Jackson, fac- 
tory superintendent; Gordon Bolinder, 
stock department; Edward Granger, 
New England; Edward F. Moore, Ohio 
and Michigan; James Stein, New York 
City, New Jersey, New York State; Ed- 
mond §S. Kornsand, New York City, 
Philadelphia, Baltimore, Maryland and 
Washington, D. C.; Arthur Snow, 
quality control; Charles C. Eaton, Jr., 
general manager; Martin E. Blondell, 
sales promotion manager; Joseph F. 
Schiro, Chicago, Illinois and Wisconsin; 
Richard Bell, sales department; and 
Louis Stein, Pennsylvania and New 
York State. 





New Line Introduced 


New YorRK—A new line of young 
shoes, Delmanettes, priced at $12.95 and 
up, was shown recently to the press in 
the new Delmanette salon, located on 
the floor above the Delman salon in the 
Bergdorf Goodman building on Fifth 
Avenue. They include everything from 
flats to high heels and tailored street 
shoes to evening types. 

One shell pump is made on five heel 
heights and in a variety of colored 
smooth leathers and suedes. Timber tan 
calf and brown, black or blue lizard 
have been used on high-heeled styles. 
The line includes many daytime shoes 
in calf and suede in black and colors 
on low cuban heels. Fine detailings, 
self bows, pipings, perforations, over- 
lays, inlays, cutouts, decorative stitch- 
ings, all are prominent in the Delman- 
ettes line and are typical of the Delman 
styling. Evening shoes include gold or 
silver kid, brocade, satin and velvet. 





New Company Organized 


LITTLE FALus, N. Y.—The plant in 
Little Falls, formerly operated by the 
Melrose Slipper Company, has been 
taken over by a new concern, Allegro 
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Shoe Corporation, which will produce 
shoes for Cosmos Shoe Co. 
Cosmos has two other companies mak- 


ing shoes for them, Leisure Shoe Cor- | 


poration, South River, N. J., and Cos- 
mos Footwear Corporation, Brooklyn. 





To Feature Roy Rogers in 
Loafer Sox Line 


Ripon, Wis.—Roy Rogers, “King of 
the Cowboys,” will be featured 
Ripon’s new line of juvenile loafer sox 
next year, according to an announce- 
ment made by the Ripon Knitting 
Works. Arrangements have been com- 
pleted whereby Ripon will have Rogers 


on an exclusive basis for this type of | 


merchandise. Special machines will knit 
a colorful replica of Rogers and his 
horse Trigger on the instep of each 
sock. Stanley M. Herlin, vice-president, 
stated that the Roy Rogers style will 


be part of the new 1950 line to be an- | 
nounced to the trade early in December. | 


Orders on hand have made it neces- | 


sary to withdraw the Ripon line for the 
remainder of the year, Mr. Herlin said 
recently. Factory capacity will be 
doubled for the second time in 1950. 


At present, 


in | 
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CHILDREN'S SLIPPERS 
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WE WANT YOU 
FOR A CUSTOMER! 


CHECK THIS 
POPULAR PRICE OFFER 


| 20 








No. 301 

Child's _finest 
wine Elk Snap 
ust with chrome iea- 

ther sole. In rich shades of red, 

blue, brown. Sizes 5-2 (full sizes only). 

Sizes 13-1-2 















CUOURSS GS VALUE! 
ORDER NOW FOR XMAS 
FREE Children's Cotalog—TOP BUYS! 


GLOBE SLIPPER CO. 
+ 


1140 Broadway New York 1 
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COWBOY BOOTS 
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justins . . . the beots most 
fotks want 


kind of customers whe will 
pay te want. 


get what 
Make mere sales with 
879. 


= 
| 


H. J. Justin & Sons, Inc. 
Box 548-K, Fort Worth 1, Texes | 





WORK SHOES 


rem ee 











Men’s Goodyear Welt Work Shoes 
Men's Steel Toe Safety Shoes 


Union Made 


GOODWILL SHOE COMPANY 
HOLLISTON, MASSACHUSETTS 
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JUVENILE COWBOY BOOTS 


ll elie 


“RODEOS” 
by Service 











4720 Tan Vamp, Brown Kid Top D 8/-I1 $4.80 
472 above DIA 3 5.4 
4722 Same above Dwt 66 
4723 Tan Vamp, Red Kid Top D a 4.80 
4724 Same as above Dit,-3 5.45 
4725 Same as above DH 6465 
4726 Tan Vamp, Green Kid Top D 8/-I1 4.80 
4727 ~=Same as o DilA3 5.4 
4728 +=‘Same as above DWH 66 


IN STOCK FOR IMMEDIATE DELIVERY 


(7 





leathercrafters Since 1927 
120 East 16th Street, New York 3, N.Y. 
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THREE OUTSTANDING BOOKS 
ON SHOES AND FEET 


MECHANICAL FOOT THERAPY 
by BRACHMAN 
Contents: 








Guaies of Gs vot foot ond shoe 
oS ier ee po ey 
DUR. Cmreeaes inks. asccce kescacske "50.00 


nique of foot correction. 
216 pages, 364 illustrotions............. $8.00 
SENT POSTPAID 


Send Remittance with Order to 


UNIVERSAL PUBLISHERS 
229 N. Ashland Ave., Chicago 7, Ilincls 








Buy Savings Bonds 














Gene Autry Visits 
Servus Rubber Company 


Rock ISLAND, ILL.—Gene Autry, 
Hollywood singing cowboy of screen and 
radio, visited the Servus Rubber Com- 
pany here recently to inspect the new 
line of Gene Autry rubber cowboy 





Gene Autry tries his hand at finishing 
boot in Servus Rubber Co. factory. 


boots, made under his endorsement. The 
new line consists of buckle and pull-on 
styles, in shades of scarlet, wine and 
tan, trimmed in various contrasting col- 
ors. Each boot is decorated with a per- 
manent and colorful Gene Autry emblem 
featuring him and his horse, Champion, 
encircled in a lariat. 

Mr. Autry was conducted on a tour 
of The Servus Rubber Company plant 
by C. E. Little, president, and L. M. 
Rishell, general sales manager, and 
viewed the production of the cowboy 
boots from raw imported rubber 
through the calendering, machining, fin- 
ishing, vulcanization, packaging and 
shipping processes. 





Named Sales Manager 
Of Canadian Company 


MONTREAL, QuE.—James R. Yeatman 
has been appointed advertising and 
sales manager of the Delli Colli Shoe 
Manufacturing Company Ltd., 4760 
Hocheloga St., Montreal. Mr Yeatman 
was for a number of years connected 
with the Montreal firm of Shepard 
Publishing Co. Ltd., in both advertising 
and editorial capacities, and until re- 
cently was with J. J. Gibbons, Ltd., 
advertising agency, Montreal, where 
he specialized in shoe advertising and 
sales promotion. 


Ward to Sell Shain Fabrics 


Boston, Mass.—Shain and Company, 
Inc., of Boston, shoe fabric dealers, an- 
nounce that John Ward of the John 
Ward Leather Company of Milwaukee 
has joined their organization in a sales 
capacity. 

Mr. Ward has been calling on the 
shoe trade for more than 25 years. He 
will cover Illinois and Wisconsin shoe 
manufacturers. 
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RETAILERS Ahead! 


for quick help from the only book of 
its kind; encyclopedia of practicable, 
workable ideas for the experienced 


merchant. No theories —all tried, 
. . . NOT just another shoe book, 
but offers in addition to 138 specific 
shoe promotions, the best ideas from 
the entire retailing field for instant 
adaptation to his particular require- 
ments. 
Foreword by PAUL H. NYSTROM, 
Professor of Marketing, School of 
Business, Columbia University. 


Please remit with order. 


308 Po 3.50 


306 Pages 


BOOT AND SHOE RECORDER 


100 £. 42nd St., New York 17, W. Y. 


40 Chots. 
Postpaid 

















Melville Reports Decrease 


New YoRK—Melville Shoe Corpora- 
tion reports retail sales for the five 
weeks ending October 1 of $7,835,018, 
compared with sales of $8,230,092 for 
the similar five weeks of 1949, a de- 
crease of 4.8 per cent. Sales for the 
first nine months of 1949 were $51,- 
858,754, compared with sales of $54,- 
968,473 for the first nine months of 
last year, a decrease of 5.7 per cent. 





Chain Adds Unit 


PROVIDENCE, R. I.—The Spencer Shoe 
Corporation has opened a new retail 
store at 228 Westminster Street, in this 


city. 


Boot and Shoe Recorder 





Selby Shoe Co. Sales Convention Held 





Portsmouth, O.—Photographed at the recent sales conference of the Selby Shoe 
Company here are, left to right, W. F. Hooley, Sr., sales manager; Elmer Wheeler, 
noted speaker and writer, the keynote speaker of the convention; and Glen F. Long, 
treasurer. Looking on are Vernon Luke, Southwestern representative, and Ed 
Pankau, sales manager of the Styl-Eez division. Behind Mr. Wheeler, with a pipe 
in his mouth, is Homer C. Selby, vice-president. Features of the convention, in 
addition to Mr. Wheeler's address, were discussions of the exclusive features of all 
Selby shoes, following their presentation by R. D. Hill, Andrew P. Murphy and Tom 
Fiautt; presentation of the Amos Parrish Spring Clinic by Harry McManus; a talk 
by Miss Mary Ann Miller of Life Magazine; and a style show which was attended 


by everyone. 





Bradley Selling Rathy Line 


PoMONA, CALIF.—Tom A, Bradley is 
now the sales representative for Rathy 
Shoes of Pomona, in the territory East 


James H. Stokes to Sell 
Westport Line 

St. Louis—It has been announced by 
T. F. Schroth, general manager of 
Brown Shoe Company’s Westport divi- 
sion that James H. Stokes has joined the 
sales staff of the division, and will rep- 
resent the Westport line in Maryland, 
Delaware and Virginia. 

Mr. Stokes was formerly associated 
with Famous-Barr Company of St. 
Louis, where he was engaged in various 





TOM A. BRADLEY 


of the Mississippi. 

He was previously with Newton Elkin 
and before that, shoe buyer for the 
Frederick & Nelson store in Seattle. 








Canadian Tanning Company 
Celebrates Anniversary 


QuEBEC City, Que.—One of Quebec 
City’s oldest tanneries, Nazaire Fortier, 
Inc., recently marked its 75th anniver- 


JAMES H. STOKES 


sales and merchandising activities in 
connection with the women’s shoe op- 
eration. 





Westport is Brown Shoe Company’s 
complete line of sport welts, slip-lasted 
and compo-construction play shoes for 
women. 
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sary with a banquet, attended by mem- 
bers of the Fortier family and by em- 
ployees of the organization, at the St. 
Louis Hotel, here. 
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SHOE CLEANERS 


i eid ieee 


NEW ...TERRIFIC ... 
SELLS ON SIGHT 














suede ’ af 

ually packaged in attractive plastic compact. 

Fits —- handbag. Comes in 6 gorgeous 
colors. 


Chemically treated 


i Prices $1.75 per doz. $20.20 per gross 


Double Duty Suede Brush Co. 


1277 So. Cochran Ave., Los Angeles 35, Calif. 








Buy Savings Bonds 
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eS JOBS AES 
CANCELLATION STORES 


Select your needs from 
America's Largest Quality Shoe Stecks at 
REAL LOW PRICES. 
BARIS SHOE CO.., Inc. 
79-81 Reade St., MY. —  WOrth 2-5186-1 
Semple Office: Hees Bidg., Les Angeles, Cel. 
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DISPLAYS 
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XMAS DECORATIONS 


WE HAVE IN STOCK A WIDE VARIETY OF 
wares a INTERIOR XMAS DISPLAY 
ee ae BACKGROUND MATERIALS. 
pores caTUne COMPLETE LINE OF DIS- 
PLAY FIXTURES AND EQUIPMENT OF EVERY 

DESCRIPTIO 


SERENDT BROTHERS, INC. 








205 MEETING STREET, CHARLESTON, S. C. 
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GOOD NEWS!! 















—— \_\ . (eer 
The latest revised edition of 
THE SHOE AND LEATHER 
LEXICON — the 14th — is 

available again! 

This illustrated glossary of trade 
and technical terms serves a 
very useful purpose for it is filled 
with helpful information. It is a 
steady source for your daily ref- 
erence and your constant “tool 
of the trade.” 


The Shoe and Leather Lexicon 
75c¢ per copy, prepaid 
BOOT and SHOE 


RECORDER 100 East 42nd Street 
New York 17, N. Y. 











Industrial Exhibits Attract Interest 





_ 





pA? Hi 


The fourth floor exhibition hall at the Palmer House in Chicago was a focal 
point of interest for visiting shoe men during the recent National Shoe Fair. Here 
many industrial exhibits, as well as displays of shoes and accessories were 
located. Photo shows one of the largest of the industry exhibits, that of United 
Shoe Machinery Corporation, of Boston. Clever background arrangement repro- 

d from pany's plant at Beverly, Mass., in series of photo-murals. 








Prices and Tariffs 
Discussed by Tanners 


[CONTINUED FROM PAGE 148] 


“Speaking for the tanning industry, 
the Council has time and time again as- 
serted that U. S. tanners do not fear 
fair competition but that they insist on 
and demand safeguards from unfair 
practices abroad. It is time for others 
to stop giving lip service to reciprocity 
and to follow the practice of this coun- 
try. The markets of the United States 
are free and open; they are not pro- 
tected by subterfuges such as quotas, 
outright embargoes upon imports or di- 
rect and indirect subsidies to exports. 
Our tariff rates have been cut and cut 
until they are lower now than the duties 
of any other important leather produc- 
ing or consuming nation. Above all, 
to assure equity and protection from un- 
fair competition, this industry must eon- 
tinue to demand that the full penalty 
of our tariff law be applied against 
every form of subsidization practiced 
abroad.” 

Edward L. Drew, Tanners’ Council 
economist, in discussing the cattle hide 
situation, told the members that the 
leather industry now has “a new domes- 
tic hide supply of about 21 million 
hides” which, he said, will be this year’s 
slaughter, with the chances good that 
next year’s will be approximately the 
same. “While this is an important fig- 
ure in itself,” he said, “its importance 
is underlined when it is compared with 
the historical background” —a year 
after year domestic slaughter of about 
16 or 17 million hides on top of which 
we needed two and three million hides 





to augment our domestic supply. 

“We would certainly appear to be 
considerably less dependent upon for- 
eign cattle hides than in the past,” he 
said. Calf slaughter, including kids, he 
said, will be less this year than in 1948, 
which was expected; and the slaughter 
of sheep and lambs will be the lowest 
since 1925, also to have been expected 
in view of the fact that the sheep and 
lamb population on January 1 of this 
year was the lowest on record, and he 
added that “there is some hope that the 
decline in sheep numbers may have 
reached a bottom.” 

Continuing the discussion on hide 
prices, Charles F. Roos, president of 
the Econometric Institute, commented 
in his address that “Argentine hides 
appear already to be 10 to 15 per cent 
cheaper in dollars than they were be- 
fore devaluation, although they are still 
pegged at prices which average about 
four cents per pound higher than the 
price prevailing in the American mar- 
ket. Since the Argentine prices are 
even higher in sterling, there is con- 
siderable probability that the historic 
tendency will prevail in the long run, 
and that a balance in the hide market 
will be found somewhat below the cur- 
rent levels of the domestic market.” 

An interesting survey of conditions 
abroad was presented by Julius G. 
Schnitzer, chief of the Bureau of Tex- 
tiles and Leathers, United States De- 
partment of Commerce. Among other 
things, Mr. Schnitzer noted that because 
of war-time experience with materials 
other than leather, the German people 
are not now in the market for alterna- 
tive materials currently being offered 
them. 
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SALESMEN WANTED 








THERE IS AN 


UNUSUAL OPPORTUNITY... 


for young men as traveling sales representatives by one of America’s foremost 
Manufccturers of Rubber, Canvas and Casual Footwear. In order to qualify, 
applicants must be intelligent, aggressive, conscientious and of good char- 
Retail Footwear experience considered highly desirable. 
Must have a car and be free to travel anywhere in the U. S. If you are between 
25 and 35 years of age and want a road selling career with an assured future, 


acter and habits. 


write in confidence. 


Address Bex 588, care BOOT & SHOE RECORDER, 100 East 42nd Street, New York 17, N. Y. 








TOP NOTCH 
SALESMEN WANTED 


A nationally known, | established 
manufacturer of high grade men's work 
shoes, farm shoes, engineers’ boots, log- 
gers’ boots, safety toe shoes, etc., see 
several very successful experienced sales- 
men. To the right men, we are prepared 
to pay a very substantial drawing ac- 
count, plus strong factory advertising and 
direct mail support. Territories open in 
New 2. New York and Pennsyl- 
vania, Ohio, Indiana, lowa and Nebraska, 
Illinois, Wisconsin and Minnesota. We 
have some retail distribution in each of 
these territories but we are about to 
launch a vigorous program of expansion. 
The men we seek must be prepared to 
do an aggressive all-around job of ser- 
vicing existing accounts and opening new 
ones. This means a iot of travel and 
hard work—but the rewards are ade- 
quate. Automobile is imperative and 
residence should be in territory desired. 
Please write fully. Tell us about your- 
self and why you believe we should spend 
the money to bring you to our factory 
for a personal interview. Do not hesi- 
tate to write—our other salesmen know 
about this advertisement. 
Address Box 561, care BOOT & SHOE RECORDER 
100 East 42nd Street. New York 17, N. Y. 








SALESMEN 
For SLIPPER-SOCKS Asa Side Line 
on Commission basis. Territories 
open. 
MIDWEST SHOE & SLIPPER MFG. CO. 
1100 Washington Bivd. Chicago, Il. 











EXPERIENCED SALESMAN FOR $2.00 
and $3.00 Playshoe and Slipper House to 
become member of Firm or work on commission. 
Chain connections preferable. Address 3500, 
East 42nd 


care Boot & Shoe Recorder, 
Street, New York 17, N. Y. 


100 








Address Box 554, care BOOT & SHOE RECORDER 


SALESMAN WANTED 


To represent well-known manu- 
facturer of high-grade women’s 
shoes in Southern and Mid- 
Western territories. Our new, 
outstanding, diversified line 
guarantees sales to anyone in- 
terested in hard, intelligent 
work. This is a permanent con- 
nection with no limitation on 
commission-income for the man 
who can show results with good 
retailers and department stores. 
Please include in your reply in- 
formation regarding road ex- 
perience, lines represented, earn- 
ings and age. Confidential 





102 East 42nd Street, New York 17, N. Y. 





| s 


Line. - 


ALESMEN: Nationally Advertised, Popular 
Priced Children’s Shoe, Slipper and Sandal 
Territories still available. DARLING 


~_ CO., 769 Grand Street, Brooklyn 11, 








EXPERIENCED MEN 


With Following for Volume-Selling 
Long - Established Line of Men's 
Popular- Priced Dress and Work 
Shoes. Drawing against Commis- 
sion if you can prove ability. Write, 
giving full experience and quailifi- 
cations. Territories open: Northern 
Texas and Oklahoma, Louisiana 
and Alabama, Kansas and Missouri, 
Virginia, Kentucky, Tennessee, and 
Georgia. 
Address Box 571, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 





JUVENILE 
SHOE 
SALESMAN 


Nationally Advertised Line of In- 
fants’, Child's, Misses’ and Senior 
Misses’ Goodyear Welts and Compos 
with extensive In-Stock Department 
requires representation in the fol- 
lowing territories: 

Western Pennsylvania 

Ohio 

Virginia and West Virginia 

Massachusetts and Rhode Island 

North and South Carolina 

Kentucky and Tennessee 


Write giving full particulars. 


Address Bex 567, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











SALESMAN 


Excellent opportunity to become associated 
with one of the leading manufacturers of 
juvenile shoes. Line consists of Misses’, 
Children’s, Growing Girls’, Little Gents’ 
and Boys’ to retail from $4.00 to $6.00 
All shoes Territories 


open are: 


carried in stock 


. Virginia and W. Virginia 
Florida 
Mississippi 
Alabama 
Louisiana 
Arkansas 
Kansas 
. Indiana 
Missouri 
10. Texas 
11. Colorado 
12. California 
Would consider only experienced men who 
the territories. Drawing account. 
Write full details in first letter 
Address Box 581, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17. N. Y. 
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CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box 
number is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If 
advertiser’s own name and address is used, count each word (street number is one word) at word rate. Classified adver- 
tising is payable in advance. Send check or money order with your copy. No accounts are opened for classified ad- 
vertising except for regular advertisers on contract. 
The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inth. 


&&>> Advertisements for this page must be in our New York Office 15 days preceding publication date “Gj 
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SALESMEN WANTED 


SIDE LINE SALESMAN WTD. 


HELP WANTED 








IF YOU CAN WORK WITH THE BIG- 
GEST VOLUME ACCOUNTS, CHAIN 
STORES AND JOBBERS .. . MISSOURI, 
KANSAS, IOWA, MINNESOTA: FAC- 
TORY DIRECT, STITCHDOWN POPU- 
LAR PRICED LINE, HIGHLY STYLED, 
WRITE GIVING YOUR EXPERIENCE, 
BACKGROUND, ALL INFORMATION 
AND REFERENCES. THIS TERRITORY 
ESTABLISHED: ACTIVE ACCOUNTS. 


Address Box 570, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











OE OF THE LEADING AND COMPLETE 
LINES OF RUBBERS a TENNIS. 
Distributor wants good men to carry this Fine 
Footwear 2s a full or Sideline. We also have 
large diversified flexible Line of Women's 
Casuals in Bayzon and Elk to retail at $2.00 
and $3.00. High commission paid; full coopera- 
tion on all advertising. Address #574, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





S ALESMEN WANTED with Established 
Trade to represent one of the largest Whole- 
sale Shoe Houses in the Middle West. One for 
Southern Kentucky, One for largest part of 
Tennessee; One for Alabama. Outstanding 
General Line of Shoes in stock oa = entire 
family. State a past experien ferences, 
and photo, if possible. THE CHARLES MEIS 
SHOE COMPANY, Cincinnati 2, Ohio. Estab- 
lished in 1878. 





W: ANTED—PART TIME SALESMAN for a 
good Quality Line of Rubber and Canvas 
Footwear, Growing Girls’ Leather Oxfords and 
Work Shoes; for Ohio, Indiana, Minnesota, 
Illinois and Florida. Address #589, care Boot 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





WANTED: PART TIME SALESMAN to 

cover Eastern Texas and Oklahoma calling 
on Industrial Plants with Nationally Advertised 
Line of Safety Shoes. Certain amount of 
volume already established. Write in detail 
giving ae  famtetnn. IRON AGE DIVI- 
SION, Childs & Co., 813 Penn Ave., Pitts- 
burgh, Ps. 





SALESMAN WANTED with established fol- 

lowing, to carry fast selling Line of Chil- 
dren’s and Misses’ Playshoes and Slippers, re- 
tailing from $2.00 to $4.00. Can be carried 
with non-conflicting Line. All territories open. 
Confidential. Address #599, care Boot & Shoe 
as eee 100 East 42nd Street, New York 17, 








SIDELINE SALESMEN WANTED 


blished firm with High Style 
Shoes to retail 
ion, payable 





old 
inten Child’s, 
Middle Atlantic States, and Pacific Coast. Write 
full particulars. 
Address Bex 584, care BOOT & SHOE RECORDER 





100 East 42nd Street, New York 17, N. Y 








RHINESTONE AND CUT STEEL BOWS, 
compact tray, terrific sellers. Address 3290, 
care Boet & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 





SELL ARCH CUSHIONS, METATARSAL 
PADS, HEEL PADS, etc., as a side line, 
to shoe stores and repair shops. Nationally 
known gp State territory covered and 
present line. Address #550, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 17, 





S IDE LINE SALESMAN, Men’s Work Shoes, 
Slippers, Bowling Shoes, Moccasins, Rubber 
Footwear. Drawing. Address #590, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
Yok 17, HY. 





Sy er 4 AND COMPREHENSIVE 

of Children’s Novelty Welts and 
foe in Widths, to retail about $5.00. Penn- 
sylvania, New York State, Ohio, Baltimore, 
Washington, Virginias, and South. Address 
#510, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





LINE WANTED 











CHILDREN—MISSES WELTS 


Opening for a short, popular priced line. 
If you are a progressive 


MANUFACTURER 


who can deliver the right shoes at the 
right time, contact us at once. We are 
agents (3) for a leading shoe manu- 
facturer in 


METROPOLITAN NY, UPSTATE NY 


and have a fine following amongst shoe 
retailers for a good many years. Stock 
proposition only. We work on commis- 
sion. 








Address Box 577, care —y| & SHOE ss} ee 
100 East 42nd Street, New York | . ¥. 














XCELLENT OPPORTUNITY FOR 

SALESMEN with leading Manufacturer cf 
Infants’, Children’s, GG’s, and Boys’ Goodyear 
Welts. We make 4.000 pair a day. This is an 
in-stock proposition to be hacked by National 
Advertising. May carry non‘conflicting Side- 
line. All territories open. Give full details in 
first letter. Address #595, care Boot & Shoe 
ae 100 East 42nd Street, New York 17, 





WANTED Salesmen calling on retail shoe 

stores to handle well diversified line of shoe 
laces. Liberal commission. In reply state terri- 
tory covered, references, and other pertinent 
information. Penn Shoe Lace Mfg. Co., 4730 
Center Ave., Pittsburgh 13, Pa. 





FOR LEASE 





rtment on 

ond thr of Moderaistie and ding Ladies’ 

-to- Shop. Popular Prices. 
A-1 tion in Gulf Port City of 80,000 Popu- 
lation. Financially responsible parties only. 
Live wire Management should do $75,000 to 
$125,000 per year. Address #547, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 


164 





ADVERTISED MANUFACTURER’S LINE 
WANTED by Top-Notch Salesman for New 
York to Virginia. Address #572, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





MANAGERS 


Shoe Chain operating popular and 
medium price family shoe stores and 
leased departments in the midwest, 
have openings for several men who 
are capable of merchandising, have 
good oe of advertising, and 
take complete charge of personnel. 
State all references and give full per- 
sonal qualifications in first letter. All 
replies confidential. 


Address Box 582, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











BOTTOMING ROOM FOREMAN. High 
grade Midwest manufacturer of women’s 
welt shoes desires services of experienced fore- 
man. Must know welt construction. Must have 
ability to maintain high quality and good produc- 
tion and control cost. Successful record of 
directing employees necessary. Liberal employee 
benefits. Forward resume of experiences and 
salary desired. Address #593, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 17, 





RETAIL SHOE SALESMEN WANTED: 
One for high-grade, Corrective Shoes, and 
one for Ladies’ Novelties, in large Family Shoe 
Store, doing good volume. Must be experienced. 
$300 month salary and commissions. Single man 
preferred. Give full details your experience, 
qualifications, age, etc., with photo, in first 
letter. All replies confidential. P. O. Box 247, 
Champaign, Illinois. 





LASTING ROOM FOREMAN. For Midwest 
manufacturer women’s high quality welt 
shoes. Must have successful background of last- 
ing room operation in quality shoes on produc- 
tion basis. Must be an organizer with ability 
to handle employee and operation problems, and 
must know cost control. Send complete resume 
and salary requirements. Address #592, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, . 





MANAGER: INDIVIDUALLY OWNED 
FAMILY SHOE STORE; Small College 
Town; Must be Good Salesman, Experienced in 
Buying, Stock Control and Window Trimming. 
State complete experience first letter, also salary 
past five years. Good opportunity for right 
man. Address #587, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York 17, 
nu. ©. 





CUTTING ROOM FOREMAN. For Mid- 
west manufacturer of high quality men’s 
shoes. Must know pattern making and have 
successful background of operating a large cut- 
ting room. Must know leather and have ability 
to obtain cooperation of employees. Secure 
future. All employee benefits. Forward — 
resume of experience, references and salary de- 
sired. Address #591, care Boot & Shoe Recenter 
100 East 42nd Street, New York 17, N. 





SUCCESSFUL SALESMAN WANTS 
MANUFACTURER’S LINE for represen- 
tation in Southeastern States. Address #573, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 





APABLE AND SUCCESSFUL SALES- 

MAN with excellent following Metropolitan 
Area, Long Island, New Jersey, Connecticut, de- 
sires well established Manufacturer’s Line 
Ladies’, Children’s Shoes. Address #576, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





AGENTS WANTED 


POSITION WANTED 





ASSIST. BUYER-MANAGER déesires to re- 
locate. Thorough experience in Women’s 
Medium and Better Grade Shoes. Excellent 
references. Address #578, care Boot & Shoe 
1. ae 100 East 42nd Street, New York 17, 
N. . 


. STORE MANAGER, now employed; 

Experience Buying and Chain Store Opera- 
tion, Popular Price and Better Shoes; Exnert 
Window Man. References; Age 34. South Pre- 
ferred. Address #580, care Boot & Shoe Re- 
— 100 East 42nd Street. New York 17, 








LA RGEST DUTCH FACTORY of Bakelite. 
Metal and Rubber Arch Supports, Metatarsal 
iy! me etc., wants to a with Importer 


= Agent in U.S.A. and other countries. 
: N. V. ARCON, Vondelstraat 34, Amst 
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BUSINESS OPPORTUNITY 








AN ASSURED WAY TO OBTAIN 
ADDITIONAL INCOME 


without adding to your selling ex- 
penses . . . or loss of time. 


OPEN HANDBAG DEPTS. 


in shoe STORES you are now selling 
WE GUARANTEE STORES A 
PROFIT! WITHOUT INVESTMENT! 
NO LOSS—FROM MARKDOWNS! 
WE DO THE MERCHANDISING! 

This successful Handbag Merchandis- 

ing Plan now in operation in over one 

thousand “shoe stores thruout the 

country. 

For over 17 years we have specialized 

in manufacturing and merchandising 

of Handbags. 

Tremendous opportunity for expan- 

sion in all territories. 

Write in confidence line carried, ter- 

ritory desired and Past Earnings. 


FREDERICK GEORGE, INC. 
14 EAST 33RD ST., N. Y. 














FOR SALE 


FAMILY SHOE STORE, Just Outside De- 
troit; Established 12 years. Must sell due 
to illness. All Nationally Advertised Lines. 
CADEN’S SHOE STORE, Northville, Mich. 








FAMILY SHOE STORE FOR SALE North- 
ern Illinois City of 50,000. Stock $15,000. 
Established 35 years. Retiring. Address #586, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York i7, N. Y. 





FOr SALE: BEST FAMILY SHOE 

STORE in best location, with largest vovlume, 
in Central Missouri town of 17,000. A money 
maker for fifteen years. Will pay for itself 
in two to three years. Want to retire. Address 
#583, care Boot & Shoe Recorder, 100 East 
42nd "Street, New York 17, N. Y. 





| Fae SHOE STORE, 100 Miles from 
New York; Around 17 to 18,000 dollars 
yearly; Can be increased. location; Ad- 
vertising Brands, Clean Stock. 5,000 Popula- 
tion; Long or Short Lease available. Rent $70. 
Stock, fixtures about $10,000 total. Nothing to 
pay for goodwill. $6,500 cash, rest on Notes. 
Reason for selling, have other interests. This 
is store for man who wants to enjoy life in the 
country and still have good income. Address 
#597, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





BEACTIFUL FAMILY SHOE STORE in 
4,000 population Minnesota town; Excellent 
opportunity for young couple interested in a 
$9,000 net income. Address #596, care Boot & 
ad ats. ler, 100 East 42nd Street, New 
or / ° 


PARTNERS WANTED 


WANTED TO PURCHASE 





PARTNER, SLIPPER JOBBING; Small In- 


Address #568, 


Opportunity. 
100 East 42nd 


& Shoe Recorder, 
Street, New York 17, N. Y. 





We ESTABLISHED SHOE FACTORY 
on Pacific Coast making Casual Shoes is 
looking for a Salesman to e a Junior 
Partner and Share in Profits with small Invest- 
ment and Option in the future to buy in a 
bigger share. Records of organization vill be 
open for examination for the proper man. Ad- 
dress $579, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 





WANTED TO PURCHASE 





ISH TO BUY 1,000 PAIR USED GOOD 

PREWELT LASTS, sizes 9 to 12. Address 
#575, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





WANTED: ESTABLISHED SHOE STORE, 

Metropolitan or Long Island area; Volume 
75,000 and up per year. Address $598, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





As. TY Ez some FOR MEM. WOMEN 
CH Close-ou er com- 


ers, 1230 Fifth Avenue, San Diego, California. 





MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! 








WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 
SHORT LEASES ASSUMED 
YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs” 
89 READE STREET 
New York City 
Phone BARCLAY 7-7887 








SHOE STORE FOR SALE, Clean Stock with 

a very fine volume of business. Must be sold 
in entirety, plus goodwill. Address #594, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





MERCHANTS’ NEEDS 














SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 

95 Reade St., New York 13, N. Y. 

Foremost Shoe Buyers Since 1906 
COrtiandt 7-6378-? 





1 














GET TOP VALUE 


in Selling Your 
e SURPLUS STOCKS or 
e COMPLETE STORE 


CAMITTA SHOE CO. 


120 NO. 4th ST. PHILADELPHIA 6, PA. 
Phone Lombard 3-2062 








AD on Page 140) 








CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


93 READE ST. NEW YORK 13, N. Y. 
Telephone WOrth 2-2515 - 














TOP CASH PRICES 


FOR CANCELLATIONS, 
ODDS & ENDS, CLOSEGUTS 
and COMPLETE STOCKS 
Quality Men's, Women's 
and Children's Shoes Wanted. 
BRAND NAMES PROTECTED 


MOSINGER-COHN 
1235 Ave., St. Lovis, Me. 


Over « Quarter of ¢ Century 
“Pine Footwear” 





SE: 


cehe~ 





<FO- 








WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
of Quality Shoes for Men, Women and 
Children. 

For Cash 
BROITMAN-GAFFIN SHOES, INC. 
148 Duane Street, New York 7, N. Y 
Telephone BEekman 3-7290 














PRICE TICKETS 








~s™. «© 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 














PRICE TICKETS bring sales! 


Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
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WANTED TO PURCHASE WANTED TO PURCHASE 











BARIS BUYS for CASH 


Quality Shoes for Men, Women jie Stores 
and Children Short Term Leases Assumed 
Scrupulous Pre 







Our Name and Brand since 1932 


BARIS SHOE CO., inc. 


New York 7,4. Y Tel.: WOrth 2-5180 








MERCHANTS’ NEEDS MERCHANTS’ NEEDS 


' 


WINDOW REACHER —A SALES SAVER 
Sturdy Construction, will last a life time. 

















3 feet length.......-$5.25 Spot mew merchandise in your windows in on instent's 
5 feet lemath....ee++ time. 
7 feot lemgth.....-.. 5.75 i i 

















Beverly Hills, Calif.—For the shoe salon in Beverly Hills' Saks Fifth Avenue 
store, the designer, Paul Laszlo, specified a biue grey ceiling contrasting with 
dark peach walls and woodwork of black lacquer and bleached walnut. The carpet 
in peach; draperies grey. Furniture is upholstered in blue grey and yellow fabric. 








New Shoe Store Opened 


MoNTEzUMA, GA.—The building for- 
merly occupied by the Suwanee Store 
and owned by Reid Brothers, has been 
completely renovated and remodeled 
and is now occupied by Reid Bros. Shoe 
Company. A full plate glass front adds 
to the attractiveness of the building. 





Retailer Loses Location 


ALBUQUERQUE, N. M.—A. G. Ridlon 
will close out his 12-year-old Ridlon 
Shoe Store on expiration of his lease, 
December 31, and has no plans to lo- 
cate elsewhere at present. The G. R. 
Kinney Co. will open a new store at 
the Ridlon location on a 10-year lease. 
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Plans New Shoe Store 


MIAMI BEACH, FLA.—Joe Burns has 
leased the building immediately north 
of the Jack & Jill Shop, 235 Lincoln 
Road, and will open a women’s shoe 
store there. 


Correction 


On Page 30, Boor AND SHOE RE- 
CORDER, issue of November Ist, ap- 
peared a photograph inadvertently cap- 
tioned as a view of Parkchester, a Met- 
ropolitan Life Insurance Company de- 
velopment in the Bronx, New York City. 
The photograph was of Stuyvesant 
Town, another Metropolitan develop- 
ment. 





New Store to Carry 


Juvenile Shoes 


CHARLOTTE, N. C.—G. H. Ledbetter 
of Ledbetter Shoes, 228 N. Tryon Street, 
opened his third store recently in Rock 
Hill, South Carolina. This store handles 
a complete line of children’s shoes. 
Manager of the new store is Mrs. Ruby 
Dunn. 

Mr. Ledbetter has two other stores 
in Charlotte, one on Trade Street and 
one on Tryon Street. Both are women’s 
high style stores. Mrs. W. T. Patton 
manages the Trade Street store, and 
Mr. Ledbetter and his brother supervise 
the Tryon Street store. 





Store to Step Up Promotion 


CoLuMBus, O.—Under the manager- 
ship of Lefe Cooksey, the Foot Saver 
store here has arranged to continue its 
lease on its present quarters at 108 
South High Street, which will, however, 
be redecorated. New display windows 
will be installed and new carpeting 
added. Advertising volume, according 
to Mr. Cooksey, will be stepped up 300 
per cent. 


Shoemaker Writes Songs 


ALBANY, GA.—Ernie Ross, an Albany 
shoemaker, is making a success in the 
music world by writing songs. He 
has recently rung the bell on records 
and sheet music with his new song hit, 
“You Sold Your Heart for a Holiday.” 
His song recently won eighth place in 
the “Southern Hit Parade.” Mr. Ross 
composes music in his spare time. He 
is also an expert shoemaker. 





Suburban Store Opened 


San ANTONIO, TEX.—The_ second 
Zimmerman shoe store has been opened 
in San Antonio at 5204 Broadway, in 
the new Arcadia Grove Shopping Cen- 
ter, and a third store is now being pre- 
pared for the company in the 1800 
block of Fredericksburg Road. 

The company was established by Jack 
and Paul Zimmerman in 1922, and now 
has stores in Corpus Christi and Dallas 
as well as in San Antonio. 





Shoe Men Buy Hotel 


WILKES-BARRE, PA—Morris and 
Aaron Weiss, principal owners of the 
Triangle Shoe Co., operator of a chain 
of shoe stores in this area, have pur- 
chased Hotel Ocala in Ocala, Fla., for 
approximately $200,000. The three- 
story hotel, once part of a group oper- 
ater by Henry B. Plant, railroad mag- 
nate, will be modernized by the new 
owners. 





Buy Savings Bonds 
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NEW ADJUSTABLE 


Price a: i Pony Cup 


remains in 
desired i- : 
ie for Price Tickets 


tion at all 
times. 

This is an ex- 
clusive pat- 
ented feature. 


$5 gross 


$2.75 
half gross 


M. D. POLLINGER CO. 


HOLLAND BLDG. ST. LOUIS, MO. 
























1 GOT MY SHOES 
AT THE STORE 
THAT GIVES AWAY 


(DIPCRAFT BALLOONS 





PRINTED ON ANY OF 
OUR REGULAR OR 
NOVELTY TOY BALLOONS 
DROP US A CARD NOW 
FOR SAMPLES & PRICES 


DIRECT FROM FACTORY TO YOU! 


DIPCRAFT MANUFACTURING CO. 


924 PEWN AYE. PITTSBURGH 22, PA. 














~~ 


* ADULT MODEL $15.00 
* JUNIOR MODEL $15.00 


Efficieney 
Of Fit 


YOURS WITH THE NEW 


Z PEVICE 

Wit the Brannock Adult and 
Junior Model Devices, the shoe fitter 
can get immediate “Heel-to-Ball” — 
“Heel-to-Toe”—"Width-at-Ball” direct 
measurements. This means speedy, 
accurate fitting; more sales per fitter; 
more perfect fitting; fewer misfits 
with their subsequent costly and 
troublesome exchanges. 

j special cooperative price 
if ordered certain shoe manu- 
facturers—for this list and full details 
write to 

THE BRANNOCK DEVICE 

COMPA NY t 
se 4, New York 


















Rent Doubled; Store Closes 


Rome, Ga.—Cliff Hanson, of Hanson 
Shoe Shop, Masonic Temple, Rome, has 
announced that due to his rent having 
been doubled, he has found it necessary 
to close his business. 





Rejoins Joyce, Inc. 

Los ANGELES—William H. Joyce, Jr., 
president of Joyce, Inc., has announced 
that Frank N. Baker, former vice-presi- 
dent, rejoined the firm as of October 
25th. . 
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Abrams Now Selling 
Barrett Line 


CLEVELAND—Lester H. Abrams has 
recently become associated with the 
Barrett Shoe Company, division of Gen- 
eral Shoe Corporation, traveling in 
Ohio, Western Pennsylvania, Western 
New York State, West Virginia, the 
eastern half of Indiana, and the city 
of Chicago. He formerly was with 
Monogram Footwear of St. Louis. 


Mr. Abrams at one time was in 


| charge of circulation in the Midwest for 


Boot AND SHOE REcORDER. He is also 


| the founder and was the first president 


of the Ohio Shoe Travelers Club. 





Super Shoe Market Opened 


AKRON, O.—Kirby’s recently opened 
a super shoe market at 111 South Main 
Street, Akron, offering a pair of nylons 
with each purchase of women’s shoes 
and three pairs of socks with each pur- 
chase of men’s shoes. The store carries 
shoes for all members of the family. 





New Store Planned 


LUMBERTON, N. C.—Long’s Shoe 
Store, Inc., here, has obtained a charter 
from the Secretary of State to operate 
a shoe store here. Authorized capital 
stock is $100,000, with $300 subscribed 
by R. F. Steger, of Lumberton; M. C. 
Pate, of Goldsboro; and A. W. Long, 
of Wilson 


Shoe Salon Opened 


YOUNGSTOWN, O.— Livingston’s, 
women’s ready-to-wear store here, an- 
nounred recently the opening of an 
exclusive shoe salon, featuring footwear 
at $7.95 to $32.95. 





Store Renews Lease 


Taylor, Tex.—Zoblotsky Shoe Store, 
which was scheduled to move to a new 
location, will remain in its present lo- 
cation, according to an announcement 























(Pa ADVERTISING 
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CUppugs 


—here's how to get 


ince 
uth 


More Business! 


THE Vincent Edwards Idea Clipping 
Service has over 2,000 satisfied users. 
Each order filled according to what 

you want; wholesalers usually request best 

retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 





| VINCENT EDWARDS & CO. 

World's La Advertising Service 
rganization 

342 Medison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 


Name 

















made recently by Joe Zoblotsky, owner, 
which stated that, through a special 
arrangement with their landlord, they 
were able to renew their lease. 





New Business Organized 


AusTIN, TEx. McKinney-Hibler 
Shoe Company, merchandise, has been 
granted 50-year-charter of incorpora- 
tion. Authorized capital stock was lis- 
ted at $30,000. Incorporators: Freva 
Rose Hibler, C. W. McKinney and 
George A. McKinney. 
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BY MACHINE 


BY HAND 


t= 


) 


BY SPRAY 


...these dlip Lasting +i eum 
Cements Apply Easily 
Adhere “a 


Users tell us that they look for dependability 
above all other features in cements for slip last- 
ing .. . and that is what they obtain with these 
job-tested adhesives! When new or special 





cementing problems arise, ask the United man 3 Favorite Latex Type Cements 

to demonstrate the cements available for that for Sock Linings, Platforms, and Covers 

operation so that you can select the particular e Be Be Tex 860 — Applied three ways. Heavy 
tet att hh OP as dacti viscosity. Strong bond. Good drying time without 

cement which wi est suit your production heat or can be force dried. Overnight tack. 

conditions. e Be Be Tex 861 — A recent addition. Heavy vis- 


cosity. Strong bond. Good drying time without 


heat — can be force dried and remains extremely 
Be Be Bond arama 


e Be Be Tex 819 — Medium heavy. Strong bond. 


Be Be lex Cements Dries fast. Overnight tack except when force dried. 


Products of B B Chemical Co. 











UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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builders . . . the kind that kids love and parents 


approve! 
Minimum of 10 assorted subjects to each order. 






See us ct Chon Se 
og il 

Nov. 27-Dec. 1 sa ‘eae eee eee 
HOTEL NEW YORKER 87 & 88, Exhibition Hall. 


Special on BALLOONS 








HEADQUARTERS Since 190! for Good-will Creating Toys 
Novelties, Souvenirs, Birthday Gift Specialties, 
Premiums and Give-Aways. 


re Lederer INDUSTRIES, Inc. 39 West 9th St.. N.Y. 11 
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ALL ETONICS 
ARE IN-STOCK! 


Same-Day Shipment! 


And with Etonic’s exclusive Auto- 
matic Re-Sizing System the Etonics 
you sell are replaced automatically 
from America’s largest In-Stock range 
of sizes and widths. You carry the 
forward stock, we carry the reserve— 
you turn your stock at least 4 times 
annually! 


GET All THE DETAUS NOW! 
MAIL THIS COUPON TODAY! 


Cuares A. EATON COMPANY 
Brockton 64, Mass. 


Please RUSH me the new Etonic cat- 
alog, with details of the Etonic Big 4 
Profit Plan and Automatic Re-Sizing. 


Store 


Buyer 


Address caine B11, 
SSSS SRE EB BEBE eeeeeeeee ees 


e®eaeeeeeeeanaecean 


170 


4174 

Etonic’s exclusive 
“Weather-Sealed’’* 
TOFLER 


rAliys 
tonic’s exclusive 
Weather-Sealed’’* 


GOLF SHOE 


FOR PLUS CHRISTMAS GIFT BUSINESS 


Here are the perfect specialty items for those p/us Christmas Gift sales 
... Etonic’s exclusive easy-fitting “ Weather-Sealed’’* Toflers for the 
man who wants something extra in styling and comfort... and Etonic’s 
sensational new “Double Weather-Sealed”’* Golf Shoes, with leather 
soles and sole seams waterproof-vulcanized by an exclusive process, and 
with full length rubber ‘‘gasker” midsole, preventing water from soak- 
ing through to inner sole — keeping a golfer’s feet dry as duck’s down. 
All Etonic Toflers and Golf Shoes are backed by America’s Largest 
In-Stock Range of sizes and widths .. . assuring you same-day shipment 
on your order! , "Pat. Pend. 
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b) BOOTMAKERS } 
Nationally advertised pp BOOT since 1876 


MADE IN THE BOOTSHOP OF CHARBES A. EATON. BROCK ION, MASS. - Frve B 


Boot and Shoe Recorder 




















What is the . 
Strength eS. : ye Norfolk Sast 


Style 2329 


e ; r . 
1n the . ie Brown English Grain } 
: 5 Heavyweight Sole 


Nunn- Bush 
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Franchise? ... 


In ever-increasing numbers the more 
solidly successful retailers are seeking 
the Nunn-Bush franchise. From the 
center of population in the United eines 
States to Japan, the Phillipines and the $1595 to $1995 
Persian Gulf, important stores are 


asking for Nunn-Bush shoes. Why? 


We believe it is because they realize 

that a return to critical purchasing makes 
one repeat customer worth at least five 
ordinary shoppers. And it is now a matter of 


world knowledge that Nunn-Bush wearers are repeat customers. 


We do endeavor to make Nunn-Bush shoes so fine that 


discriminating wearers will seek them out. 


NUNN-BUSH SHOE COMPANY - MILWAUKEE 11, WISCONSIN 
New York Sales Office: Matbridge Building, 1328 Broadway, New York 1, N.Y. 





Playing Your Cards 
RIGHT 


Playing them “close to your chest” may 
apply in poker — but STRIDE RITE Reminder Cards 
won't win you anything unless they’re seen 


by your customers! 


There are more children under 14 years of age now in 

the United States than ever before — and forecasts show a still larger 
population in this age group in the immediate future. Your share 

of the resulting demand for children’s shoes can be a large 


and profitable one, if you play your cards right! 


Don’t be content with a Pair when 
you can have a Full House — keep ’em 


coming back by sending reminder 





cards when size check-ups are due! 





THE 


TRIDE NITE 


SHOE. 
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